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Rough Proofs 


RCA compares heredity in a 
Kentucky Derby winner with the 
background of a good product. 
Unfortunately for the analogy, 
some of the most. spectacular 
Derby losers have had the best 
pedigrees, . 

" . V F 

Any experienced horse player 
will tell you that a well-bred nag 
with consistent past performances 
is worth a good bet, especially if 
he happens to be ridden by Eddie 
Arcaro, 

a. Po 


PM published a summary of the 
comic strips during the New York 
newspaper deliverymen’s strike, 
thus performing a great public 
service. A lot of people couldn’t 
work until they had checked the 
progress of Little Orphan Annie’s 
murder trial. 
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Paper restrictions for the third 
quarter have been further re- 
laxed, but in WPB circles the 
whereabouts of that mysterious 
Swedish pulp remains as great an 
enigma as whatever 
Greta Garbo. 
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British advertising agencies in- 
sist that their billings will rise 
when American organizations ex- 
pand their representation in Lon- 
don. Here’s one group that really 
believes competition is the life of 
trade. 

= Sa 


Talk of a New York automobile 
show, the ODT hints, may be a bit 
premature. Anyway, the average 
motorist would rather 
chance to buy one new car than 
merely look at a lot of them. 
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British importers of Spam who 
resented music hall jibes at the 
product should have been re- 
minded of the days when Henry 
Ford’s best advertisement was the 
jokes about tin Lizzie. 
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“Improve your game — play 
WSIX,” the ad says. 

Trouble with most golfers’ 
games now is that the score card 
always shows too many sixes. 

a, 


The Cubs went into first place 
while on the road, and received a 
warm welcome on their return. 
Now and then experience proves 
that absence does make the heart 
grow fonder. 
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Some sports writers are down- 
cast because Lou Novikoff is wast- 
ing his sweetness on the desert air 
of Los Angeles, while a lot of am- 
bitious singers, dancers and beauty 
contest winners are wondering 
ynat they can do to get there. 
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Western Family has been pro- 
moting a “Kitchen Glamor” con- 
test among readers, but there are 
plenty of weary housewives who 
are certain the word can never 
apply to a dungeon where dishes 
have to be washed. 
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Penn Mutual has a plan to give 

1e insurarice protection to its 
1100 agents. The shoemaker’s 
¢! ildren used to go unshod, but in 
tte insurance business even the 
foemaker is often in his bare 
t. 
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An ADVERTISING AGE correspond- 
ert says someone besides news- 
“ys should sell newspapers, but 
f everybody else did his job as 
vell as the newsboys, there 

uldn’t be any problem for the 
experts to bite their nails over. 
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DODGE TRUCKS 
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trucks and trucks needed to sustain s 

jome-tront haulage are being produced 
in large quantities 
To our Armed Forces go Dodge-built: military or on as | $ 

ks over 400,000 of which Dodge has 


truel 
built to date 


To Dodge dealers are going the Dodge Job- 
Rated “hometront” trucks d 
able 


precision-built trucks of traditional Dodge - . 
Quality 
Dodge dealers are now taking orders for these 
trucks. See your Dodge dealer now for » truck 
that fits your hauling job... a Dodge Job-Rated 
truck. 
ODGE DIVISION of CHRYSLER CORFORATI 
. 
Takes Post Aug. 15; 
axes g.- ' 


Pearson Remains as 
Headquarters Chief 


By’ DORIS LAWTON 


New York, July 11.—The Ad- 
vertising Federation of America, 
at its 4lst annual meeting here to- 
‘day, elected Elon G. Borton, ad- 
| vertising director of La Salle Ex- 
|tension University, Chicago, and 
former chairman of the federation, 
as its first paid president. 

Assuming office Aug. 15, Mr. 
Borton will also serve as AFA 
| general manager, devoting much 
| of: his time to field work, contact- 


Revives Product 
Ads; Budgets Up issuing Sutin 


: = _|ing the federation in legal and 
PR: raming jn Pont Truck manu | promotion matters. (A sketch of 
; pating the biggest | B P 
sales boom in their history once | Mr. — “ree See OF 
unrestricted production gets under | Page 45.) 
way, are swinging over to prod-| Pearson Is Secretary 
uct copy and, in some cases, boost- | : 
ing ad budgets for the battle! The AFA for 19 years has been 
ahead. "managed by. Earle Pearson, who 
Many in the industry believe} will continue as headquarters sec- 
that WPB will give the signal for! retary in charge of administrative 
all-out civilian truck manufac-| work. Mr. Pearson. joined the 
ture, over and above continuing| federation as educational director 
military needs, some time late this | of its predecessor, the Associated 
year. Truck rationing, it also is| Advertising Clubs, and succeeded 
predicted, may wind up by Jan. 1|the late Carl Hunt as _ general 


BUY NOW —Although trucks still are 
rationed, Dodge division is reviving 
product copy with this current "order 
now" advertisement. Ress Roy, Inc., 
Detroit, is the Dodge truck agency. 


Truck Industry 


| 


although the ODT allocations sec- | manager. 
tion is said to feel that rationing Joe M. Dawson, chairman of the 
will continue through the first ’46| executive committee of Geyer, 


quarter. 

This rosy view of unrestricted 
sales by Jan. 1, accompanied by 
more aggressive advertising and 
merchandising, is not unwar- 
ranted, The peak new truck sales 
year was 1941, when civilians 
bought 640,697 units, and at the 
present rate of allocation, more 
than 400,000 new units have al- 


Cornell & Newell, New York, AFA 
president for the past two years, 
becomes chairman of the board, 
succeeding Bruce Barton, presi- 
dent of Batten, Barton, Durstine & 


as a director. 
At the one-day meeting, 
(Continued on Page 62) 


Osborn, New York, who continues | 


| 
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Mail Order Houses Plan 


for Postwar Sales Boom 


Catalog Giants 


Will Add Stores, 
dvertised Lines 


By ROBERT MURRAY JR. 

Chicago, July 12.—Despite the 
fact that officials of the giant mail 
order houses discuss their postwar 
plans with all the fluency of a deaf 
mute, it has now become fairly 
certain that executives of few 
other industries can be preparing 
plans as ambitious as those of the 
catalog houses. 

The reluctance of mail order 
men to reveal their hands is, of 
course, not a wartime develop- 
ment. For decades Sears, Roebuck 
& Co. and Montgomery Ward & 
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Luckies Sell Most 
with Smallest Ad 
Budget of ‘Big 3’ 


Curtis Publishing 
Study Traces Decade 
of Sales, Ad Costs 


[Editor’s Note: Long before de- 
tails of the Curtis study of cigaret 
sales and ad expenditures were 
made generally available, The Cre- 
ative Man drew his own conclu- 
sions from the figures. These 
provocative conclusions appeared 
first in the May 7 issue of ADVER- 
TISING AGE, and are reprinted on 
the feature page, Page 45 of this 
issue, because of their apt analy- 


Co. have refused to tell the public | 


(i.e., each other) what will happen 
tomorrow. And the same goes, if 
to a lesser extent, for Spiegel, 
Inc., and Aldens Chicago Mail 
Order Company. 


The mere fact, however, 


sis of the situation. ] 


Philadelphia, July 12.—A ten- 
year analysis of sales and adver- 


| tising of Camel, Chesterfield and 


Lucky Strike cigarets, showing 


| that “leadership does not always 
|follow the largest advertising ex- 


that | 


Sears last year topped the billion- | 


dollar sales mark—despite the 
serious shortage of civilian goods 
—is one indication that not only 
Sears but the other three mail 
order giants are due for a much 
larger expansion after the war 
ends, 


Definite Trends Set 


There are, similarly, other signs 
and portents, and rumors, in suffi- 


penditure,” has just been made 
by Curtis Publishing Company. 

It shows, among other things, 
that in 1943 Lucky Strike sold 
10 billion more cigarets than 


| Camel while spending $3,000,000 


| 


cient number to permit outside | 
observers to see something of the | 
future of mail order. The findings | 


are: 


accounted for something under 3% 
of all retail sales in the nation 
prewar, may within a few years 
double even their present sales 
figures and increase their share 
of national retail sales; 

That nationally advertised 
brands will be sold in increasing 
quantities by the houses, both 
through their retail stores and by 
mail order; 

That both Sears and Ward will 
enlarge many department stores 


'and add new ones in other cities; 
the | 


That each will greatly increase 
(Continued on Page 50) 


ready been OK’d by WPB this 
year for domestic sale. 


Priorities Aid Industry 
The industry is in a _ highly 


Last Minute News Flashes 


Ads Announce Changes in Railroad Service 


favorable position, since materials 
for additional trucks carry WPB 
priorities—putting truck produc- 


tion ahead of passenger cars, 
household appliances, and other 
major consumer items in the 


scramble for available materials. 
Army cutbacks are expected to 
increase the over-all domestic sup- 
ply, and more vitally-needed tires 
(Continued on Page 64) 


New York, July 13.—Pennsylvania Railroad, New York Central Sys- 
tem and New York, New Haven, and Hartford Railroad Company are 
all using special newspaper campaigns to announce changes in train 
service or facilities following the ODT order on travel for civilians. 
The Pennsylvania, through Al Paul Lefton Company, is using 600-line | 
ads in 68 papers of 30 cities; New York Central through Foote, Cone | 
& Belding, has 400-line ads in cities where service is affected, as does | 
New York, New Haven, through Wendell P. Colton Company, with | 
1,000-line ads. 


less in advertising, and sold 23% 
billion more cigarets than Chester- 
field while spending $2,238,000 
less for advertising. 

As Curtis points out in its 
study, there is seldom so inter- 
esting an opportunity to compare 
sales and advertising of- products 
so directly competitive, so similar 
in price, distribution, sales meth- 


_. | ods and consumers, 
That the mail order firms, which | 


Sales Up, Ads Down 


The study covers the years 
1934-43 inclusive, making no at- 
tempt to go beyond Jan. 1, 1944, 
because war conditions disrupted 


the normal market and_ very 
largely made brand preference 
synonymous with availability. 


Only measurable media—news- 
papers, magazines and network 
radio—are included. The radio 
figures are gross, but do not in- 
clude talent costs. 

In the ten-year period, Lucky 


Strike, Camel and Chesterfield 
had all increased sales and re- 
duced advertising expenditures, 


according to the survey. But since 


Record Advertising 
in Newspapers 
Plugs Ron Merito 


New York, July 12.—Built 
around the slogan, “The better 
the rum—the better the drink!,” 


and stating that “There is no bet- 
ter rum—than ‘mountain distilled’ 


Largest Balm Barr Drive Planned for Fall kine Coste "te ae 
. Chicago, July 13.—G. Barr & Co., which last year spent $150,000 ies = pihrsen< yg _ — mel 
; ° et ae : a aia : $ S ing its largest news 
Foreign Pulp eee promoting its Balm Barr hand lotion nationally, will spend that much paper campaign for this product. 
. . \ the last four months of ’°45 on Balm Barr in only seven states around Advertisements of 300 and 400 
situation clears. See In Chicago, using radio, newspapers and car cards in larger cities. The| lines are scheduled for news- 
Washington’, Page 40. drive will be extended to other markets next year. Arthur Meyerhoff | papers throughout the country, 
| Other features: oe ere ae ee drink recipes which can. best be 
Ad-libbing ... 12, Thurber Named Executive V.P. of U. S. Advertising made with rum, Copy tells read 
Chain Store Sales 26 | Toledo, O., July 13.— Hal H. Thurber, for the past 11 years with Sadia ' igh n , Siieietiin Rik oe 
Editorials 12; D'Arcy Advertising Company, St. Louis, has been elected executive | nountains where the climate is 
|Farm Publication Linage. . 24| vice-president of United States Advertising Company and will be in) jyct right for making finer-flavored 
| Feature Page 45| charge of the agency’s Toledo office, which serves the Willys-Overland | rum.” 
Getting Personal | account. The newspaper campaign is in 
| Information for Advertisers 2 | addition to a year-round national 
Magazine Linage 22|‘Parade’ Switches to Ruthrauff & Ryan magazine advertising in Esquire, 
| Obituaries E ‘ | New York, July 13.—Parade Publication, Inc., has moved its account Field & Strean Gourmet, House 
arenas Review | from Roy S. Durstine, Inc., to Ruthrauff & Ryan, New York. The new & Garden, House Beautiful, Lib- 
| Postwar Planning _,, | Satsang “ alieaatial aaa dines ne aia om ‘wane rty, Life, Newsweek, Outdoor Life 
Rough Proofs .. “* _ || agency will handle advertising and serve as consultant on postwar 2.4’ sports Afield. Lawrence Fer- 
Voice of the Advertiser . 38) expansion plans for Parade. tig & Co., New York, is the agency. 
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figures for radio talent were not 
included, the actual decrease in 
expenditures was less than the 
figures indicate. 

In 1934, Lucky Strike led the 
field with a sale of 34 billion, 
Chesterfield was second with 33 
billion and Camel was third with 
32 billion. By 1944 Luckies were 
selling at the rate of 68.5 billion, 
Camels sold 58.5 billion and 
Chesterfield was third with 45 
billion. The spread of 2 billion 
between the leader and third 
place cigaret in 1934 had in- 
creased in 1943 to 23.5 billion. 


How Money Was Spent 
Advertising expenditures in the 
three media shaped up this way: 


1934 1943 
Luckies ...$ 8,120,000 $5,290,000 
Chesterfield 9,575,000 7,528,000 
Camel - 10,572,000 8,252,000 


From 1935 to 1940 Camels led 
the field in sales with Chesterfield 
and Luckies competing for sec- 
ond place. During most of that 
time Camel’s sales remained rela- 
tively stable but Chesterfield 
dropped from 38 billions in 1936 
to 33.5 billions in 1940. Luckies 
maintained an even pace until 
1940 when they hit 42 billions, up 


almost 4 billions over the previous | 
year, and in 1941 went into the 
lead, 

All the brands showed marked 
increases in the 1941-43 period, 
but Luckies continued to remain 
the leader, hiking sales by 19 bil- 
lions compared to Camel’s in- 
crease of 10 billions and Chester- 
field’s increase of 7.5 billions. 

Advertising expenditures, how- 
ever, fluctuated during that period. 
Although Luckies and Camels 
spent more in 1943 than in 1941, 
Chesterfield had decreased its out- 
lay. In every instance, more was 
spent in 1943 than in 1942. 


Spent $225,000,000 in Decade 


A wealth of interesting figures, 
which are sure to be cited on 
both sides of many future adver- 
tising arguments, are included in 
the Curtis study, which shows 
that the three cigaret giants spent 
a total of $225,566,000 on adver- 
tising in the three media during 
the decade. Of this total, Camel 
accounted for $85,889,000, Chester- 
field for $84,157,000, and Lucky 
Strike for $55,520,000. Year-by-| 
year advertising expenditures and | 
sales for each of the brands are 


shown in the 
charts. 

According to Curtis, newspaper 
advertising of the giants during 
the ten-year period totaled $118,- 
504,000, or 52.5% of the total; 
radio advertising totaled $55,- 
519,000, 24.6%; and magazine ad- 
vertising $51,847,000, 22.9%. Ches- 
terfield and Camel each put al- 
most $49,000,000 into newspaper 
advertising during the decade, 
Chesterfield spending 57.9% of its 
total appropriation in this me- 
dium, and Camel 56.8%. The 
Lucky Strike newspaper figure 
was $21,000,000, 37.8% of its total 
expenditure. 

Chesterfield spent almost $21,- 
000,000 on radio during the decade, 
24.7% of its total expenditure. 
Camel spent $15,476,000 on this 
medium, 18% of its expenditure, 
and Lucky Strike spent $19,225,- 
000, 34.6% of its expenditure. 

The Chesterfield magazine ex- 
penditure in the decade was $14,- 
613,000, 17.3% of its total. Camel’s 
was $21,583,000, 25.1% of its total. 
Lucky’s was $15,651,000, 28.2% of 
its total. 

Vast differences in the year-to- 
year expenditures by media are 
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Lummis, placing space 


through S. E. Roberts, Inc., is rising 


to the top of the entire Hartford mar- 


ket — which is not peanuts — through 
The Courant. Other testimony to con- 
tinually increasing recognition of The 
Courant’s influence comes from local 


retailers, who in the past four years 


have doubled the percentage of adver- 
tising they use in The Courant. 


Nationally Represented by 
Gilman, Nicoll & Ruthman 


THE HABDFORD 
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A CONNECTICUT INSTITUTION SINCE 1764 
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SALES FIGURES 1934 TO 1944 IN BILLIONS OF CIGARETTES 


1934 1935 1936 1937 


1938 1939 1940 1941 1942 1943 


34 32 37 38 


32 43 


33 368 38 


gis 


36.3 38.3 42 68.5 


48.5 58.5 


33 37.5 45 


IN THOUSAND 


ADVERTISING EXPENDITURES IN MAGAZINES, NEWSPAPERS & RADIO TIME—1934 T@ 1944— 


S OF DOLLARS 


1934 1935 1936 1937 


1938 1939 1940 oa) 1942 1943 


8,120 | 5,577 6,937 5,879 


10,572 | 9,384 9,276 8.428 


9,575 | 9,443 8,908 9.332 


Gres 


5,665 4,296 4,694 4,891 4,198 5,290 


8,648 7,875 7,795 8,023 7,634 8,252 


8,66) 7,713 8,549 8,344 6,104 7,528 


SALES AND ADVERTISING—Sales and advertising record of the three lead- 
ing cigaret brands for 10 years, as reported in a new study by Curtis 
Publishing Co. 


shown by the study, as indicated 
by this tabulation: 
CHESTERFIELD 
Per Cent of Each Year’s 
Expenditure by Media 


News- Maga- 

papers zines Radio 
1934 81.27 6.80 11.90 
1935 83.82 8.44 7.72 
1936 77.21 10.48 12.29 
1937 64.45 21.36 14.16 
1938 64.01 25.04 10.93 
1930 63.55 20.038 16.40 
1940 43.37 18.42 38.19 
1941 41.53 18.46 39.96 
1942 13.49 25.88 60.59 
1943 22.32 24.25 53.41 

CAMEL* 

1934 66.33 27.15 6.49 
1935 67.34 -A.42 8.22 
1936 61.57 28.12 10.28 
1937 62.13 28.48 9.37 
1938 62.24 26.11 11.56 
1939 56.66 21.81 21.52 
1940 51.75 22.82 25.42 
1941 51.24 22.46 26.20 
1942 44.56 22.85 32.57 
1943 38.11 25.54 36.34 

LUCKY STRIKE 
1934 86.66 9.42 3.90 
1935 61.73 28.86 9.57 
1936 61.84 16.40 21.73 
1937 36.46 25.87 37.66 
1938 26.72 33.99 39.25 
1939 15.46 42.11 43.03 
1940 6.51 66.57 44.05 
1941 23 39.39 56.33 
1942 7.00 33.23 66.74 
1943 16.59 27.33 56.06 


*The Camel radio figures include 
the entire cost of programs on 
which both Camel and Prince Albert 
were featured. 

The Curtis study also points out 
that the number of magazines 
used by the “big three” has de- 
clined drastically through the 
years. In 1934 the three brands 
used a total of 126 magazines—39 
for Luckies, 52 for Camels and 
35 for Chesterfield. By 1943 the 
total had shrunk to 79—10 for 
Luckies, 29 for Camels and 40 for 
Chesterfield. 


Concentrate Magazine Ads 


As a result, more insertions 
were bought in each magazine 
used, and advertising volume per 
magazine rose. For Lucky Strike, 
average expenditure per maga- 
zine rose from $19,621 in 1934 to 
$144,643 in 1943; for Camels, from 
$55,224 to $72,690; for Chester- 
field, from $18,646 to $45,650. 

In 1943 Lucky Strike bought 
the smallest magazine circulation 
—17 million—but published 18.9 
ads per magazine. Camel bought 
4914 million circulation and pub- 
lished 10 ads per magazine. Ches- 
terfield bought 69 million circu- 
lation and published 6.9 ads per 
magazine. 


Smith Leaves MAB 
for ‘Good Housekeeping’ 


| assistant to the director of Maga- 


|zine Advertising Bureau to join} 
| Good Housekeeping in a promo-}| 


tional capacity as assistant direc- 
|tor of trade relations. 

| Mr. Smith was formerly adver- 
tising director of Grosset & Dunlap, 
|Inc., New York publisher, and 
| previously was with Fawcett 
| Publications. 


William Smith has resigned as | 


RCA Establishes 


Scholarship Plan 


Radio Corporation of America, 
New York, has established a schol- 
arship plan to encourage talented 
scientific students enrolled at uni- 
versities selected by the RCA 
education committee. Each schol- 
arship is a cash award of $600 
and eventually 60 students will 
benefit each year. 

The RCA education committee 
is composed of Dr. James Rowland 
Angell, president emeritus of Yale 
University and public service 
counselor of NBC, who is chair- 
man; Gano Dunn, president of 
the J. G. White Engineering Com- 
pany, and a director of RCA; Dr. 
C. B. Jolliffe, vice-president in 
charge of RCA laboratories, and 
F. H. Kirkpatrick, director of 
education and training, RCA Vic- 
tor division. 


Bendix Appliances Ups 4 


Four company executives have 
been appointed vice-presidents by 
Bendix Home Appliances, Inc., 
South Bend. They include Harry 
Spencer, vice-president in charge 
of manufacturing; A. R. Constan- 
tine, vice-president and director 
of engineering; J. W. Oliver, vice- 
president and chief engineer; and 
W. J. Reuscher, vice-president in 
charge of finance. 


Name Feldman Agency 


The following have appointed 
the Robert Feldman Agency, radio 
advertising, New York, to handle 
their accounts: Eastern Wine Cor- 
poration, New York producer of 
Chateau Martin wines; Nutri-Cola 
Company, Long Island City, and 
Maurella Products Company, New 
York, flower petals. 


The shortage of paper and the needs of the 
nation make it highly desirable to get a war 
message into EVERY PIECE OF PRINTED 
MATT 
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i N the interests of his agency's clients, Ray- 
mond G. Simmons, Vice president and 


Media Director of Meldrum & Fewsmith, Inc., 


subjects his markets to close examination. Upon 


4 This recent re-examination of the institutional 


"by arket, these were his comments: 

ree "Authenticated studies have established the 
tor institutional field as one of tremendous size and 
tn expanding opportunities. 

. "Throughout the war years the hospitals, 
<—. hotels, restaurants, schools, industrial cafeterias 
or and many other types of institutions which pro- 
Col Pride the mass feeding and mass housing facilities 
New 


or the nation have been subjected to extraor- 


dinary wear and tear. Replacements have been 


ade only where considered most vital to unin- 


errupted service. It becomes obvious, there- 


esther teeta 


Hail Color Dynamics | Employee Cafeteria | 
ev Paint Science | to Cost $600,000 


This Page) 


(See Story 


NOTH UT 


fore, that as more and more equipment, mater- 
ials and supplies become available for this 
purpose, the demands from the institutional 
field will be constantly and greatly accelerated. 

"A market in which over ten billion dollars 
will be expended in the various phases of new 
building, rehabilitation, re-equipping and refurn- 
ishing must definitely be taken into considera- 
tion in every well-conceived selling program that 
involves products for this field." 

INSTITUTIONS Magazine is the only publica- 


tion which reaches all related divisions of the 


Allow Production of 
Small Dishwashers 


vr 


Forecast of Postwar 
Building Products 


%& Raymond G. Simmons, Vice President & 
Media Director of Meldrum & Fewsmith Inc., 


Cleveland Advertising Agency comments on the 
size and opportunities afforded by the Institu- 


tional Market. 


OF YOUR 


Wlarket 


mass housing, mass feeding field on which Mr. 
Simmons has briefly commented above. The ad- 
vertising columns of INSTITUTIONS Magazine 
offer manufacturers and their advertising agen- 
cies the most practical, effective and economi- 
cal means of presenting their product story to 


the 10 Billion Dollar Institutional Market. 


detailed information write INSTITU- 
TIONAL Magazine, 1900 Prairie Avenue, Chi- 


cago 16, Illinois or 


For 


Consult Your Advertisin ig Agency 


...Your BIG Market offBIG Consumers 


Each month INSTITUTIONS Magazine reaches the following big consumers 
which make up the Institutional Market: 


cts haat “sasoo mre = || = @ HOTELS @ INDUSTRIAL CAFETERIAS 
| @ HOSPITALS @ COLLEGES 
reg ey | @ SCHOOLS @ RAILWAY SYSTEMS 


pits Haba , @ RESTAURANTS @ STEAMSHIP LINES 
i ohes te @ PUBLIC INSTITUTIONS @ PUBLIC BUILDINGS 


terins en® 


@ YMCA’s and YWCA's @ OTHER INSTITUTIONS 


Mees Other ta 
M A G A Zz I N E dls ¥) [= and... for the duration of the war—in addition to its regular circulation, 
—— ; cutenst a SE var. Cun 2504 tee. INSTITUTIONS Magazine is being sent to buyers and specifiers of mass-feed- 
vou. ae “ 1900 Prairie Avswue, Chicage 16. 1. U.S A ae eon epee ing and mass-housing products for those directly engaged in the war effort. 
Vou. 16. NO 2 2% wredileaconihe ae] cannes 2 


| | 


SVEYED | 
DVERTISING Z\GENCY 


ps AES Eau” Lnhte HH 


——S— 


PP as é, zs 
oe it cn ; r im 
Bd ae ys se) “id ; a ete ja ae oa ot etna ; : ‘ee 
> gate BS a nf, * . . — — - tes a 
N * bia we a a _ 7 =e . * 
— > aa ee 7 ) SS 3 4 3 Be are” ord ali es ie = 
¢ oe . 3 : * NE ‘ oer. P a ae 4 aay, ‘ ie 
: BS a Sy i e Boe y ae i - s Oi ee 4 
4 Bee i ae E cs ; 3 — 3 i : is, bey 
. ae iy = # : gin 2 See ae 2 ‘ 5 ¥ CEE ee : ai i 
_ ae S > as Dae ee Ae jug ;‘ se eo £ id en st ae ae " 
: * ae 1 a “3 oh Ea: ae ’ ._ — oo a epee lg pe F 
= F hi Be Pein a —— 4 SS a 4s 4 
SS | ‘ * : i — F ee eae " “ 
“= i i ee i ee — ‘ . oo = ears s ee 
Be . . ci mere alee ae - Pa ' . a4 _ : iy . hy i) 
. aa ; - Ao =. a 
= ae aes a 2 j oa SRE Res, ae 
ho aa “San — See ae og : 5 Ss eS. = ; , 
= Seg ” eS a ; a Res -— pars pet 4 Pe 
= 2S i es ; — x ac gpa aie oe 
. ee. ms x . Se — E _ a Bie -Se { ies — 2 2) oe ee 
oe Pol ie eae * De ace a : pS é a Ae ee ae =; 
4 ‘= ss . = ’ ; = See ; PE : kee % pete ‘: ee Cae" a, a 
= : “ee 2 . Oo ya F - — a Ea ee oe - 
a ie ‘ a — F — Wise ee ae ei ae 4 
q DP i : \ i ae a ‘ ‘ ee re ; a ee ane a a 
.. pre ee eee a ; ‘ dia ‘et ‘Tie 
= : ere 2 — ~ — iil : i Bi 3 
: ee ee a eae :? =  ——— ; ‘ ; 7 ae 
a eS a ae Toad a Jie ——_. eo —d is 
— ee a a a , ENG es en a ge a i “— Bp te i pes ted | iar: 
| seat a. . See “* » ae oe ee a aa a De we aoe a ill ai Rls cs é et 3 — a ae Ee ~ te has 7 
a aaa ’ 3: ea a oc i ae a a EE ee aa 3 . ane ve a 
> Mi - i” — pene g Rehr oe ee oh Se - . - ae ee 
os OE 7 aerate o~ a a ol eal a. oe, oe | 6lU a pe ce 
- eae, pa 2S - ard ; - ee. Ce Oe a eS 
aes oie 9 og u el , rs “ ee os 5 a eer a Te = a Beis [38 Se 
ee ple eee = es oe . w) Siig ee a Riek 4 ee a ie rei weg > age 7 Be: 
— ret get a Se aoe ae es ‘ oe ato Saye a eae ex > ie a pare * ai id 2 Gee fom 
o eee ie. Se ee eS a ai Se Same a : ei” a ar * Seam 
' _ Boh eo, een Pe Er gh feta e wee ee ee ee ge sce “aaa 
er as ‘ a ee 3 * ees meee es asa . int wags = te Pg Hee sole ‘ Br: , ; 3 | 
-— . Cie “Hae £ pes ahs, 2 Pe a [re pe. a oe re eae é a 
: eer Bete ESS ga al Part = eee ae i 2, os PP ae ae 3 ee we Ss 7 . | 
Ss ii ae oe er — we mie cs eae 3 - RA ae ae ; pectin a : 
— Py ges as SO TP SO eae oe : es e. Site > oF ee iw a a ® aie oe Bags eae We 2. a 
s eer ee : ee & oer ee : ae. a ee . ee TN ck 4 ial — ; egal if, 
a oe lege 7 OS ise i ad ‘e i a eae ee ni A i *a Be ie 4 ea me: ate. * a al : ; 
a yr Eee aed es ‘ “Sea ct pots ee Sei te 2 = uhh eee a Ray 
= *Sh. ae 2 2 > ale 4 a eee a 3 ome Dr : 2 [eee ; ; Le 
_ we. Py Ze | ae ¥ ; Sie * - ee oe 
> * ae th —, << 2a eS : ae : oh aa 7 :: 
_ Bas 7 ae Sore oe an aay wee Ri, é aan ee a. ; | 7 
a i eT oS “wu EB ie ee . a 
a ee ee 2 ee ee aie ee tn) @. ew a ies esta a ; 
eee | < ws ae le d a Ri Ta BR en ge ; E a ee TeeGate F * 
aii Ne a Sm * . “es ee si NS Ea *& 7 pau Fe ae Fe ake Soe e" Fae ae 3 
Sai a ee * rr ee ee ee ee i oe a Se i lela  _———— “a . sade 
“= “Koen dink a eae a eg a ee a he Se OS age Sa 5 ae : oe id 
eK ee, ee eS Ce : ee = ae ete 
re. Piece i ee ee Ek) eee an mas eee ae oe: a ee * Site 
lag come a ae oe i. ee yi in, he, Sah, eerie as ae - 1 a 5 swt Oe ae gts ' oS ae: eae 
Bi ee ee orn — eee MR osc 2 oe ae ai 4 ae : * Bn en De a . oan , a 
ge ate ee Pa jh eae a ar 3 . ae Be mae a al 3 
- ae ee ae te} ee ) a e. sen a ~ 
ei Ween a ie Sai nse ks ae i wre = a aoe se : : J : ee, ee Bay, « Sa By 
“ee Titer, a4 Ae ere ae ee eS 2 ij ais vy ry Fite: 3 hes _ - ' a 3 : 
= i, af hentia a ah se ner Rit, Oe ‘a eee ee ae : 
- » Ping ak 3 ; mine 2 ie cd et. a. ; a nn he -, aan Spe ati ee ‘ any . e 2 | 
a, ae fe oot, - Pag et, ee Lg Sa 8 Be 7 Ae Sag . Ps ae bo ae me . = 
yl - a. eee a? ae _ en RY . oe ed - o 6 ES ie 
1 GS bie ree: Fe ee oa ae ei eee Sa” Pee. aay 5 ge Se 
ed ee ol: * ae le ait ‘iia a a pe re i le ca j 
SIRES a cael - eS a ee es . ; - ™ a 
° ae na eae os é Se ae “ #. itt. Pe Oe es 7" 
ll- a>) ae © ing =. ow - Se ae ae ie sg a : -saiiagaaae — 
a zi. are Po ae as F : 4 
Ul — =< .. : “—__ al e 
j 4 aa fe ‘ 5 o* R Bc ae PG eae = re , nil wag re i ae “ ee. 
ill a = : ; i ; a sae Pee se ven ory en ai ag — 5 ere ae 
. i Pte ; aa. ok = i 7 te ag haa , ’ ee a 
. - Dc e Ber co a 3 ” . r et Be s a ae “é - pie Pe, . ee | 
nd f % eee 
ale : 
Sree ale or 
ice : ‘ty 
ir- : 
of “ 
m- a 
: oes 
in - 
ind Bn : 
a 
of - 
ric- as Bis 
eet is 
Bis: Soli 
ee Sy 
e as 
aes 
Tras Oh 
Stowe p 
i cea 
- + ae - 
Pig a 
al a 
cra 
2s 
ee 
Ar 
ae 
m 
7 
eee ees 
co 
' Zz 
al 
= a 
rae 
ee ; “~ 
a 5 ‘a 
et 
ee Bit 
i ate 
H ct Po * ve - 
a war ee 
INTED yas 
a i 
Po M 
i bs - 
= 
nan ma tires — - — a 
LE OOO + a 
Se ne rien EE DE a ak lls eileen ; pa ae isumoe ‘ abet eS F 
i | a 
| ! a . 
| Jie 
: i OER 
" > aor 
| Bis 5 
. SE, KR & 7 y 
The Megexine ‘4 
of Mam Feed- j \ . ie , 
4 jog aed Men e : é 7 | F 
aa Moeslag Sub i e 
7 . | 7 ; | | —_ | 
; 7 | | _ _ s 
4 | 
. 
a § "t 
yo ’ ’ >yaN 
‘ i 
‘ 4 \ 
e - 
I ’ S U L . | 
© OF DEFENSE LINES | ae | 
atte Steahen . Calealats - ' fC 


. - 


4 


Publishers Plan | 
Deliveries as | 
Strike Continues | 


New York, July 12.—As New| 
York’s newspaper delivery strike | 
went into its twelfth day, pub-| 
lishers announced they intend to| 
resume distribution of the 14 
dailies affected. Just what these 
plans are, was not revealed, but 
one move in that direction was to 
sell unlimited numbers of news- 
papers to customers. Previously 
there had been a restriction on 
the number of copies sold. 

Unaffected by the strike, be- 
cause of a different contract, PM | 
continued to sell at the rate of 
500,000 copies a day, but New 
Yorkers showed determined efforts 
to secure their favorite news- 
papers. The Times was selling 
130,000 copies daily as compared 
tc 79,060 last week and the Sun- 
day edition—limit, one to a cus- 
tomer—sold 105,000, the entire 
printing. 

The Daily News climbed to a 
circulation of 337,000, three times 
last week’s average, as the re- 


striction of five copies to a cus- 
tomer was lifted. The Gendas 
News sold 1,618,000 copies. 

Only the Times ran display ad- 
vertising, as it did last week. The 
number of insertions was increas- 
ing and advertisements were ex- 
pected to reach almost normal in 
the Sunday, July 15, edition. 

Contract rights of the union 
were canceled by the WLB today 
after three directives to end the 
strike were ignored. The new 
order rescinded a June 14 direc- 
tive extending the contract be- 
tween the union and the Publish- 
ers Association of New York. 

Major obstacle in negotiations 
was the union demand for a wel- 
fare fund based on a contribution 
of 3% of wages by the publishers. 
Edwin S. Friendly, general man- 
ager of the Sun, in a broadcast 
over WOR said that the welfare 
fund would cost the ‘newspapers 
of the publishers’ association 
$150,000 a year.” 


ITU STRIKES SPREAD; 

7 DAILIES SHUT DOWN 
Birmingham, Ala., July 12.—A 

strike by composing room em- 

ployes, members of the AF of L’s 

International Typographers Union, 


|papers here—the morning Age-| June when the local involved) 

Herald and the evening News and| agreed to drop certain demands | DOES THIS MAKE SENSE? 

Post. | for cumulative sick leave, sever- Ep peat aly dy Apel plop tom 
The walkout came yesterday | ance pay, etc., but the national wR hm» aed nny hs th We shew sd 


has forced the suspension of pub- 
lication of all three daily news- 


after the publishers refused to ac-| 
cept a clause in a new contract | to hold out for those articles and | 


providing that the papers abide by 
all 1945 union laws. Officials of 
the papers said ggme of those 
laws have not €ven peen written 
yet. 

The strike seems to be part of 
a national effort by [TU to obtain 
better wage rates and improved 
working rules. [JT { heads re- 
cently declared they would make 
an effort to improve present con- 
trects oe ertgg of any “policy 

ecisions” to e en 
Wie. tak by the 

IT ocals are also on strike in 
Fort Wayne, Ind., and in two New 
Jersey cities. Fort Wayne resi- 
dents have been without local 
newspaper service since Sunday 
as the result of the Journal-Ga- 
zette and News-Sentinel refusal to 
agree to an ITU “model contract” 
demand. 

ITU members have forced sus- 
pension of publication since June 
13 of the Times, Bayonne, N. J., 


The, very heart of every 


publication is its 


editorial excellence 


Without editorial appeal a publication is anemic, no 


matter what its advertising claims. 


This is particu- 


larly true of a business publication. 


EL AUTOMOVIL 


AMERICANO 
AMERICAN AUTOMOBILE 


and THE 


(Overseas Edi- 


tion) are in a. unique and unusual position with respect 
to the reader attention which their editorial columns 
demand, and the editorial excellence expected of 


them. 


Examine EL AUTOMOVIL AMERICANO and 
THE AMERICAN AUTOMOBILE (Overseas 
Edition) in the light of your knowledge of the auto- 
motive trade in your own neighborhood, for automo- 


bile dealers are much the 


same the world over. 


Note that EL AUTOMOVIL AMERICANO and 
THE AMERICAN AUTOMOBILE (Overseas 


Edition) confine themselves to automotive topics 


not to generalities. ‘That they are specifically helpful 
in the everyday problems of the automobile dealer. 


That they tell HOW and WHY. 


That they are crammed with 


written by experts. 


That articles are 


information of immediate and everyday importance 


to the automotive trade. 


Sample copies of these B.P.I.C. Specialized Export 


Magazines and details of their circulation, advertising 


rates, ete., will be sent to you on request. 


|and the Jersey Journal, Jersey 
| City. The strike nearly ended in 


union’s headquarters told the local 


'the local agreed to do so. The 
| Bayonne Times printers returned 
to work one day, June 14, but 
have since failed to show up for 
work and refuse to meet with 
WLB officials. 


DONNELLEY STRIKE 
DELAYS CATALOGS 


Chicago, July 12.—The regular 
fall-winter catalogs which Sears, 
Roebuck & Co., Montgomery Ward 
& Co. and Aldens Chicago Mail 
Order Company should begin 
mailing this week continue tied 
up in the strike at R. R. Don- 
nelley & Sons Company, and 
spokesmen for the houses say they 
will await the end of the strike 
before putting out catalogs. They 


Donnelley’s’ somewhat curtailed 
staff can produce, or send out 
flyers in substitution (AA, July 9). 

Some customers of Sears, how- 


<a ccsesellttC CCC COA ACC CC COA 


[oe 


Business PupiisHers INTERNATIONAL CorpoRATION 


[Affiliated with McGraw-Hill Publishing Co., inc., and Chilton Co. (ine) ] 


330 WEST 42nd STREET, 


NEW YORK 18, N. Y. 
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deny that they will mail abbre-| 
viated catalogs comprised of pages | 


Advertising Age, July 16, 1945 


| Here ore the figures. See for yourself: 


A Shorende Rigger gets 
An Able Seomon gers 42 er bour 
A Shoreside Carpenter gets . hour 
& Ship's Carpenter gets. . . . 47 an how 
A Shoreside Fireman ges . . . $1.26anhour 
j A Ship's Firemengets . . . . . 43 on pour 
| A Shoreside Oiler ges... . S121 an hour 
| A Ship's Oiler gars... Abe on hour 
A Shorende Deshe asher gers 6% an hour 
A hips Messmen gers ‘Voc on hove 
Bas $1 10 an howe 
A Ship's ook gee 490 on hows 


rould be impossible at ane fell sso0p 10 
those of shoreside workers who do the same 
ashing for that 
But we are ashing for the minimum wages given to the lowest paid shore 
ade workers ite ; - 

We are asking for SSc an hour—the rate euablished by the War Labor 
Board as the standard minimum wage for American ro lg . 
t you? 
have proven by their parriotic service im the 
war that they are enuicled tan American standard of living. 

We are asking for @ minimum of $37.40 © week. Remember—we 
work 8 hours @ day, 7 days @ week. Se the $37.40 is for « Sé-heur week, 
ts thet too much te ask? 

Our case is before the War Labor Board wow We weed your help. We urge you 
fo write or wire your impport of our demand te— 

Mr. GEORGE W. TAYLOR, Chairmen 

War Labor Board = Washington, D.C. 


WATIONAL MARITIME ORION —CIO + 246 W. 17th Street © New York 11, ILY. 


10 that 


ASKS A BREAK—Listing the differ- 
ences in pay between shoreside work- 
ers and seamen in this newspaper ad, 
the National Maritime Union, CIO, 
asks that the gaps be closed with the 
55 cents-an-hour WLB standard mini- 
mum wage for American workers. 


ever, have this week received a 
56-page catalog supplement, an 
unprecedented booklet called “a 
preview” of the fall-winter cata- 
log. It lists the number and prices 
of a wide variety of hard and soft 
lines, and urges the reader to “see 
an advance copy of Sears’ new 
fall and winter catalog now at our 
retail store catalog sales depart- 
— or Sears’ nearest order of- 
os,” 


RADIO STRIKE CALLED OFF 


Chicago, July 10.—Strike action 
against eight independent Chicago 
radio stations has been called off 
by heads of the Radio Broadcast 
Technicians Union, AF of L, after 
union and station officials agreed 
to let the WLB settle wage and 
rules issues. 

The stations involved are 
WAAF, WAIT, WCFL, WGES, 
WHFC, WIND, WJJD and WSBC. 


Wills Gets FCC Post 


The Senate has confirmed for- 
mer Gov. William H. Wills of 
Vermont for the seventh spot on 
the Federal Communications Com- 
mission, within a few hours after 
a brief hearing and favorable re- 
port on his qualifications by the 
Senate interstate commerce com- 
mittee. A Republican, Mr. Wills 
replaces former Republican Gov. 
Norman S. Case of Rhode Island. 


Mutual Appoints Herro 


George P. Herro has been named 
publicity director of the Mutual 
network’s Chicago office. Recently 
he was assistant public relations 
director of the Hospital Service 
Plan Commission of the Ameri- 
can Hospital Association, Chicago. 


To Poultry & Egg Board 
Conrad Frederick Smith, for- 
merly account executive with 
Agricultural Advertising & Re- 
search, Inc., Ithaca, N. Y., has 


been appointed manager of the 
newly-established eastern office o! 
| the Poultry & Egg National Board 
| Chicago. He will maintain office 


|in New York. 


Meeting the architect's demand 
for more information, Pencil Points 
inaugurates a new section: 


“MATERIALS & METHODS.” 


Moral For You: Tie in! Your 
products are NEWS in 


PENCIL POINTS 
PROGRESSIVE ARCHITECTUR 


Send for new book “10 FACTS” 
330 West 42nd St., N. Y. 18 
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Know this man? 


He is Wage Earner America. He and the 
millions of families like his form nearly 50 per 
cent of the total population—nearly 70 per 
cent of the city population. 


He can buy America’s prosperity. 
Here’s how: 


When we're ready for final peace, we can 
provide jobs for all willing to work if we will 
manufacture and sell 50 per cent more than 
we did in the best pre-war year. 


We can do that if we can find the customer who 
can consume that much...afford that much. 


There is a customer like that in America— 
these same Wage Earner millions. 


They are America’s great new market of to- 
morrow—right now...today. Their saved up 
billions at this moment are four times greater 
than all America had saved up back in 1918. 
And the spendable cash of Wage Earner 
income, above basic and fixed expenditures, has 
advanced 92 per cent—while that of America’s 
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white collar group has decreased 31 per cent. 


W.P.B. Chairman Krug points out that 8 out 
of 9 of these Wage Earners will go right on in 
the change-over period doing exactly what 
they have been doing —in the same plant, at 
the same job they always had — ready — and 
able to buy the goods that will keep all hands 
employed. 


But it’s up to your advertising to hold these 
Wage Earner millions up to the great new 
standards of living that have been theirs during 
the war. It’s up to your advertising to reassure 
them of the Security of Spending. 


They’ll buy if your advertising wins their trust 
... their belief. 


There’s one sure place where you know you 
can win both their trust and belief. For they’ve 
given both—for 25 years—to Macfadden publi- 
cations, where they found the magazines which 
best interpret their lives, their hopes, their 
aspirations. 

No other magazines reach more of America’s 
Wage Earner millions. No other magazines 
have greater power to influence them. 
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Headquarters for Wage Earner Information 


In the last 12 years, Wage Earner America has 
become the dominant influence on our economic 
and social life. Through these years Macfadden 
Publications have accumulated an immense amount 
of data on every facet of Wage Earner life in order 
(as stated in Macfadden’s pledge to industry)... 
“to maintain our service to Industry as the most 
authoritative private source of knowledge and 
understanding of these people—upon whom In- 
dustry —and, indeed, our entire economic system 
as we presently know it—must depend?’ 


Here are a few of the titles released recently by 
Macfadden’s Research Director Everett R. Smith. 
These will be of immediate interest to executives 
seeking clearer understanding of how America’s 
Wage Earner millions live, work, plan: 


This Changing America «What Shall We Do About It ? 
Pattern For Survival 
The Workers Look at Management 
What the Workers Want and Expect in Postwar 


Wage Earner Forum, Vol. 2, No. 1, reporting findings 
on: Postwar Purchase Plans of Wage Earner Wives 
How They Will Pay for Postwar Purchases 
Sentiment on Installment Buying + Rationing Control 
We have still available a limited supply of the 

above titles. They are free on request. 


Reaching One-Half The Wage Earner Magazine Reading Families in America 


MACFADDEN PUBLICATIONS, INC. 


TRUE STORY - THE MACFADDEN WOMEN’S GROUP + THE MACFADDEN MEN’S GROUP 
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If Your Advertising Meets Its Biggest Challenge 
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Norge Appoinis 
17 Distributors; 
Old Ones Remain 


Detroit, July 12.—“To provide 
better service for Norge dealers 
throughout the country, especially 
in areas which have had sharp 
population increases since the 
outbreak of the war,” M. G. 
O’Harra, vice-president and gen- 
eral sales manager of the Norge 
division of Borg-Warner Corpo- 
ration, announced today appoint- 
ment of 17 new distributors since 
Pearl Harbor. 

At the same time he emphasized 
that no changes had been made 
among those who held Norge 
franchises before the war. 

“All the new distributors were 
added to the organization to meet 


a specific need,” Mr. O’Harra ex- 
plained, “to provide dealers with 
quicker and better service when 
appliance selling is resumed, and 
all the changes were made with 
the acquiescence of established 
distributors.” 

The 17 new outlets include: Gas 
Engine & Electric Company, 
Charleston, S. C.; Valley Appli- 
ances, Inc., Knoxville, Tenn.; 
Frank Lyon Company, Little Rock, 
Ark.; William Van Domelen Com- 
pany, Menominee, Mich.; Home 
Furniture Company, Silver: City, 
N. M.; Neyhart’s, Inc., Williams- 
port, Pa.; Lincoln Sales Corpora- 
tion, Baltimore, Md.; Cayot & 
Wellman, Cheyenne, Wyo.; Ap- 
pliance Distributing Company, 
Columbus, O.; Diener Appliance, 
Dubuque, Ia.; A. B. Gray Com- 
pany, Fort Wayne, Ind.; Goyer 
Supply Company, Greenville, 
Miss.; Drich-Radis Company, 


Newark, N. J.; Standard Equip- 
ment Company, Phoenix, Ariz.; 
Nevada Distributors, Inc., Reno, 
Nev.; John J. Moore Company, 
Providence, R. I., and May- 
Flower Sales Company, Wichita, 
Kan. 


Palmer Rejoins Firm 

A. Maxwell Palmer, recently 
discharged after 15 months’ serv- 
ice with the U. S. Naval Reserve, 
has rejoined Magazines of Indus- 
try, Inc., as Ohio-western Penn- 
sylvania editorial representative. 
He will operate from the com- 
pany’s Cleveland offices. 


Philips Resigns 


A. E. Philips has resigned as 
president of White Rock Corpo- 
ration, New York, effective July 
16. His future plans have not been 
disclosed. 


Post Office Group 
Okays Circulation 
Rule for Weeklies 


Washington, July 12.—Demands 
from weekly newspaper publishers 
that they be required to file sworn 
circulation statements annually 
with the Post Office Department 
were apparently on their way to- 
ward being satisfied after a House 
post office subcommittee today 
forwarded legislation to that effect 
for the approval of the full post 
office committee. 

Whether the bill requiring 
sworn statements from weekly, 
semi-weekly and tri-weekly papers 
will clear the committee in time 
to reach the floor before the pro- 
posed summer recess remains in 
doubt, but representatives of the 
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indefatigable buyer 


No one knows in exact terms how much 
total influence “the little woman” exerts 


in family purchases. 


But if she buys only the groceries in 
Philadelphia, her purchases come to 
more than five thousand tons per day. 
And if she influences the buying, di- 
rectly or indirectly, of all items used and 
worn and enjoyed by her family, then 
she is a purchasing agent really to be 


reckoned with. 


For Philadelphia is the third largest 


city of the U. S. and certainly one of 
the nation’s leading users of consumer 
goods. A high percentage of its homes 
are owned by the occupants and buy- 
ing inclinations reflect the stability of 
home ownership. Today that stability is 
also apparent in reports of savings — 
money laid aside for future purchases. 


Many concerns have found this great 
market is quite easily tapped —because 
nearly 4 out of 5 Philadelphia families 
daily read one newspaper. That news- 


paper is The Evening Bulletin. It goes 
home in this city of homes. It has a cir- 
culation exceeding 600,000—the larg- 
est evening circulation in America. Its 
editorial policy is tailored to Philadel- 
phia, which explains its high rating in 
readership studies. 


In Philadelphia— 
nearly everybody 
reads The Bulletin 
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Advertising Age, July 16, 1945 


(National Editorial Association, 
{sponsors of the legislation, feel 
the most difficult obstacle on the 
House side has been passed. 
Sponsored by the _ publishers 
themselves, and supported by the 
Four A’s and other advertising 
groups, the bill would require the 
weekly, semi-weekly and _  tri- 
weekly papers to conform to the 


same circulation practices which 
the postal laws require of daily 
newspapers. 

The Four A’s_ supported the 


measure as an aid to advertising 
people seeking reliable informa- 
tion about the circulation of the 
papers. On the other hand, Ed M. 
Anderson, chairman of the NEA 
legislative committee, pointed out 
that lack of adequate proof of 
circulation may be one of the 
chief reasons why weeklies have 
been receiving less and less na- 
tional advertising. 


Preservers Name 
Haven to Manage 


$250,000 Drive 


Chicago, July 12.—The Preserve 
Industry Council, newly formed 
promotion organization for the 
preserving industry, will spend 
$250,000 a year for the next two 
years to promote consumption of 
jams and other preserves, through 
advertising and other promotion. 

Richard Glaser, president, 
Glaser-Crandell Company, and 
chairman of the council, has an- 
nounced that Malcolm D. Haven, 
Chicago, has been appointed to 
manage the campaign. Mr. 
Haven, who served as a major in 
the Army air forces overseas until 
discharged recently, and latterly 
with Cosmopolitan here, will set 
up headquarters here soon, after 
which an advertising agency and a 
public relations agency will be ap- 
pointed. 

Agency connections, it is said, 
have been tentatively completed 
and are “contingent upon the 
reaching of the goal” of $500,000 
needed to finance the drive. More 
than half the amount has been 
collected. The drive will be con- 
tinued indefinitely if the first 
two-year drive is successful. 

As ADVERTISING AGE reported 
May 24, the industry seeks to re- 
tain in the postwar period its 
present record market. Produc- 
tion last year exceeded 900,000 
pounds, compared with 375,000 a 
decade ago. 


Harding Named V.P. 
of Pettinger Agency 


Lt. Col. Jack Harding, return- 
ing to Indianapolis on _ inactive 
duty after three and a half years’ 
service with the Army air forces, 
has been named a vice-president 
of Charles J. Pettinger Company, 
sales and advertising counsel. 

Mr. Harding formerly headed 
his own agency before joining the 
Pettinger organization prior to his 
World War II military service. 
He is a past president of the Ad- 
vertising Club of Indianapolis. 


G-E Advances Two 


J. W. Dunbar, formerly head ot 
product service and sales promo- 
tion advertising, has been ap- 
pointed to head advertising and 
sales promotion of all major ap- 
pliances of the General Electric 
Company, Bridgeport. Stanley C. 
Schuler, formerly editor of the 
G-E “Monogram” and _= assistant 
special publicity representative in 
the New York office, will be in 
charge of all appliance and mer- 
chandise department publicity, 
| with headquarters in Bridgepc't 
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SDIGEST 
Gives You the Most Th 
ough Coverage of the Mc 
Fertile Market on the Larg 
Page Size at the Lowe 


Space Rate Per Thousa 
in the Automotive Field. 


AUTOMOTIVE DIGEST, Cincinnati 10, 0 
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MY EVES ARE OPENING 
WIDER ALL THE TIME 


Honorably Discharged, bul— 


The Red Cross worker there in the hospital 
corridor stopped, startled by my blurting out, “‘It 
isn’t even as if I’d been injured. I’m just a coward 
who couldn’t keep on taking it.’’ She eyed me 
levelly. ““Get that notion out of your head, 
soldier. You’re in the same boat with the fellow 
who injured an arm or a leg. You injured your 
nervous system instead. Don’t let anyone tell 

you you can’t take it. Just see to it that 

you don’t quit now. So long, soldier.” 


EVERY JOE /S 
A JOB FoR US 


Doangry HEARTS (D 


Conducting a national radio program with one of 
the highest Crossley ratings in the business, a big 
sponsor, and thousands of listeners had made 
‘Jonathan Hope Advises’’ almost a household 
word in the last five years, and my name a na- 
tional catchword. I took my job of helping other people in 
dead earnest . . . Toward the close of my program that night, 
after a dramatic pause, I began, ‘‘My decision in this case.”’ 
But before I could say another word, a hysterical woman’s 
voice from the audience screamed, ‘‘You fraud! I'll tell every- 
one that I’m your daughter, that for eighteen years you kept 
me buried away, that you’ve brought only misery to those 
closest to you. How can you solve anyone’s problem — you, 
who can’t even solve your own?” 


WONDER WHAT 
HAPPENED THEN 7 


MY WIFES 
MY FRIEND, BING GOr 70 
by Frank Sinatra SFE THs { 


I’m one of Bing’s zaniest fans. 

His career has been an inspiration 
to me. I don’t believe that any 
other star, singer, radio performer, 
movie idol, has ever been so con- 
sistently popular as Bing. 
He’s bigger in every way 
now than he ever was. I 
consider Bing one of the 
great popular artists 
of all time. 


WE HEARD 
GREAT THINGS ABOUT 
THAT BUNCH 


WE ARE LONELY PEOPLE 


I know what I am, and I am not afraid to 
admit it. I was an alcoholic, drinking like a 
crazy woman, because we alcoholics are unable to 
drink normally. It isn’t people who drive us to drink, 
it isn’t situations. Alcoholism is a disease, not a weak- 
ness. The only answer to the alcoholic’s problem is 

to change himself—to stop drinking. Alcoholics 
Anonymous brought me back to sanity and de- 
cency. I have become a realist. Now I want to 

tell what AA does, how it works, and why... 


= CONFESSIONS 
stories and articles are 


not really written—they’re 

lived. The exciting things in its 
pages each month could have happened 
to someone, to you. The varied problems 
that make “Your Magazine for a Better 
Life’ compellingly interesting are the 
everyday problems of average people. 
They don’t follow nice, neatly notched 


Does Politeness End with Marriage? 


by Willetta Niemi Miller 


Married people get into the habit of taking 
each other for granted, and therefore, completely forget 
to be polite to each other. It is a common error. A woman 
bumps into a man accidentally at a party, and says, ‘“‘Why 
don’t you look where you’re going?”’ You know 

whether they’re married. 


patterns, any more than people’s lives 
do. True Confessions is trusted because 


the good sense it is filled with is helpful. 


Unve 


Bought at newstands by 2,000,000 women a month 


for the living service it gives 


FAWCETT PUBLICATIONS, INC., 295 Madison Ave., New York 17, N.Y., World’s Largest Publishers of Monthly Magazines 
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Testimony in A&P 


Trial Completed 
on ‘ACCO’ Unit 


Danville, Ill., July 12.—Attor- 
neys for the government’s anti- 
trust division appear this week to 
have about completed that part of 
their case against the Great At- 
lantic & Pacific Tea Company et 
al., involving the Atlantic Com- 
mission Company, subsidiary pur- 
chasing agency. About three 
weeks of the trial, which began 
April 16, have been devoted to 
ACCO, as Atlantic is known to 
the trade. 

Testimony has also been intro- 
duced in the past two weeks on 
alleged efforts by A&P to mo- 
nopolize the grocery trade by 
such direct methods as lowering 
prices below cost in certain areas, 
operating stores at financial loss, 
etc. The government may con- 
clude its presentation of evidence 
next week. Testimony for the de- 


than three weeks. 


|ment of two brokerages in such 


fense will probably take up more| ACCO was unaware of the oor | 
} 


The government’s introduction 
of voluminous exhibits and ex- 
amination of witnesses has been 
intended to. substantiate its 
charges against ACCO that: First, 
it dominates associations of pro- 
duce shippers, partly by forcing 
its own produce suppliers to join 
such associations; second, produce 
turned over to ACCO is sold to 
A&P for less than ACCO sells to 
other retailers; third, ACCO often 
is sole representative for associa- 
tions and therefore secures pos- 
session of much produce “at prices 
to be determined after arrival in 
markets” selected by A&P and 
where prices are controlled by 
A&P. 


‘Double Purchases’ Made 


Several produce wholesalers 
testified that “double purchases” 
or two brokerage fees have been 
made sometimes, with wholesalers 
paying a brokerage to ACCO on 
shipments already purchased 
through other brokers—the ACCO 
payment being made by whole- 
salers to gain ACCO’s good will. 
Most such witnesses admitted on 
cross examination, however, that 


| 


instances. 

Sturges Dorrance, of Brooke, | 
Smith, French & Dorrance, New | 
York agency, testified that ACCO | 
in 1940 moved Maine potatoes to| 
southern ports by boat, to the| 
disadvantage of competitors who| 
shipped by rail. He said A&P, 
as a result, was able to sell Maine 
potatoes in Cleveland at a price 
about the same as prices to whole- 
salers. The agency handles the 
account of the Maine Develop- 
ment Commission. 

The government read into the 
record excerpts from A&P files 
intended to show that A&P began 
purchasing directly from manu- 
facturers in 1940 to avoid having 
to pay brokerage. A&P decided 
on such a course that year after 
the Supreme Court ruled that the 
chain should stop accepting al- 
lowances and discounts in lieu of 
brokerage, a practice proscribed 
by the Robinson-Patman Act, 
passed in 1936. 

It will be recalled that from 
1936 to 1940 A&P obtained low 
prices from its suppliers on the 
ground that its extensive field 


AdveTUSING Age, July 10, 1 


EVES, WE'RE DOING WAR WORK , 
BUT WHAT OF IT 2----WE Don 


SAY, WHAT KIND OF TALK IS THAT 2 


, Loto 
CORSET ADVERTISE 
pA yo) pamaaata he mua 
ecuese!/ 
IT'S SuppOSED To BRAG How GINGER, 


SMAPS THROVEH A SERS OF EPISODES, 
aww OUR ENEMIES To 


With A PLAIN Sate: THAT 
CORSET COMPANY IS Keromine-we 
“THEIR knee WAR GFFORT, 


ABNT THE ONY FIRMS WHO TRY To 
MODIFY THeiR CLAIMS ARE THE 
SPicep HAM PEOPLE. 


THEY Ve Done A BiG JB INTHE WAR 


CPFORT BUT DONT DARE ToRUB ITIN. 


\T'S HIGH Time THe SouneRS SAILORS 


BUT HERE'S A COMPANY THAT DoeSarT 
AND MARINES PUBLISHED AY BiG AD. 


PAT ITSELF ON THE BACK For ACCEPTING: 
WAR CONTRACTS . - 


+ 


WE HoPe THe COMPANY Won'T MIN 
\F WE GIVE IT ONE LITTLE ear. . 


VIRTUE REWARDED—A few days after AA commented on Chicago Times 


columnist Herb Graffis' 


remarks about advertisers who ought not pat them- 


selves on the back for doing what they should be doing, Sam Laud, president 
of General American Transportation Co., sent him this cartoon by Dahl in 


the Boston Herald. 


It pats General on the back for not bragging about its 


war work, 


buying organization eliminated 


many of the suppliers’ costs of 
selling through brokers and en- 


titled A&P to compensation. The 
court ruled against that conten- 
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DEALER'S NAME 


“Sell” your dealer...as well as your product. Personalized 
Decal dealer signs that include your dealer's name will get 
your messages up...on valuable space...and keep them 
up! Personalizing of Meyercord Decal Dealer Signs is done 
in the process of manufacture by special Meyercord methods. 
We deliver the signs to you with dealers’names printed on 
them, ready for instant application. Decal signs and dealers’ 


names can be produced in any size, colors or designs. They're 
durable, washable and amazingly inexpensive! Investigate 


this tested type of dealer identification and cooperation 
right now...for postwar promotion! Address Dept. 39-7 


Buy War Gouds...and Keep Them! 
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Photo of Tip-Top Bread Personalized 
Dealer Sign courtesy Ward Baking Co. 
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tion. 

Earlier in the trial the govern- 
ment sought to show that many 
advertising allowances and quan- 
tity discounts obtained by A&P 
since passage of the Robinson- 
Patman Act have not reflected 
savings in costs to suppliers 
through A&P’s having advertised 
or purchased in large volumes. 
The act requires that such dis- 
|counts and allowances can _ be 
| granted or accepted only if manu- 
—— costs are reduced there- 
y. 


Sales Below Cost 


In the past week testimony in- 
| troduced by the government has 
| been intended to show that A&P 
stores in Dallas, Boston and othe: 
cities have been operated at a 
loss from time to time; that losses 
by some stores were made up by 
profits from stores in other trade 
areas, and that the A&P main- 
tained a special “kitty” account 
to help out stores sustaining losses. 

On the other hand, cross ex- 
amination brought out that A&P 
has closed stores consistently op- 
erating at losses and has had to 
_develop a chain of super markets 
because its smaller stores sus- 
tained losses. 

Yesterday a former official of 
the Miami, Fla., Retailers Asso- 
ciation testified that the A&P 
had usually charged the same 
prices as those charged by mem- 
bers of the association, which wa: 
formed to prevent low cost selling 
A&P refused to join the group 
and declared itself unwilling t 
er price-fixing agreements, he 
said. 


| 


To Distribute Freezer 


Hibbard, Spencer, Bartlett & 
Co., Chicago, hardware  whole- 
saler, will begin distribution of 
new combination refrigerator and 
home freezer this winter, accord- 
ing to C. J. Whipple, president. 
The unit is designed for the farm 
market and will not carry ‘he 
firm’s trade name, “Hibbard,” a: 
have refrigerators it formerly cis- 
tributed. Mr. Whipple declined 
to give the name of the maker o! 
the unit. 


ACA Jury to Meet 


Members of the jury to pic 
the 1945 winners of the Asso: ia 
tion of Canadian Adverti er 
awards for outstanding contr!bu 
tions to Canadian advertising, vil 
meet July 18 in Toronto. Leéé 
Trenolm, director of public re 
lations, Underwood Ltd., Torc 1t0 
is chairman of the jury. 


Promotes Popover Mix 


Cramer Products Company, 
York, maker of Joy cake i 
muffin mixes, has launche 
|newspaper campaign in 35 ¢ 
|for its new product, Joy Pop vé 
| Mix. Needham & Grohmann, 
| New York, is the agency. 


| 

Hope Names Grant 

| Grant Advertising, New % 
has been appointed by Hope, 
dental supplies, New York 
handle radio advertising 
Quick-Dent tablets. 
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HOME OWNERSHIP 


oe To own one’s home is a patent of stability 
AaP ... to build or remodel is an index of 
sus- EE. 4 6 6.6. 66k kee a8. 


al of 
Asso- 


A&P Among subscribers to The United States 


nem- 
1 Was 

Nine News — 
group 
ig ti 
is, he 73.4% .. 


23.3% . . » Own summer homes 


own their homes 


tt & 17.6% . . . own farms 


vhole- 
» ol é 
r and 


oe When conditions permit — 


sident 


yi 30.2% . . . intend building 
¥ s 46.3% . . . intend remodelling 
» nea 
“= of 
To substantial, stable and prosperous 
O C 


— people, The United States News is re- 
fag; The editorials and general quired reading. It was originated and 


lic reaeformation in this publication 


(200,000 GUARANTEE) 


‘or’ (OMB 14> . s dh » i eo 
1 go long way toward fore organized just for them ........ ane rene Saee Se 
2 public opinion that will ‘ 
. ca ’ ‘ those who O. K. both 
[ix sult in a better place to live z . : , = 
eWre in th ; (Figures from a 1945 Survey made by Fact Finders Associates) ; . 
'y, ire in these United States and corporate and family buying 
a are hopeful that more and more . 
5 « i@Mople may have the benefit of ” 


20} _ fF ‘ . 
aes factual information." 


y " st > O0C Daniel W. Ashley 
80% read it at home... 90% Vice President in Chorge of Aduetililing 
30 Rockefeller Plaza, New York 20, N. Y. 


Read by 1000000 men & women Consumers 25° 


M. Brigham, Vice President 
A. DUNHAM COMPANY read it from cover-to-cover. 
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‘Public Interest’ 
FM Radio Pushed 


by FCC, Educators 


800 Non-Commercial 
Educational Stations | 
May Be Set Up | 


Washington, July 12.—If things 
work out according to the plans 
of several of the FCC commission- 
ers, schools and colleges through- 
out the country will enter the FM 
broadcasting field as active com-| 
petitors for the listening audiences 
of commercial stations. 


While educators and their FCC 
supporters freely admit that non- 
commercial stations have done 
none too well in the standard field, 
they have planned far ahead for 
FM, in hopes of establishing as 
many as 800 non-commercial edu- 
cational stations. 

As the educators see it, the FM 
stations will be an important in- 
strument for extension teaching, 
and for classroom work. But FCC 
people have another idea — they 
see the local educational FM sta- 
tion as the local equivalent to the 
small-town paper, and as a train- 
ing ground for broadcasting per- 
sonnel steeped in “public interest” 
radio. 


Asks Prompt Action 


Spearheading the movement at 
the FCC are Commissioner Clifford 
J. Durr, who admittedly feels that 
we need fewer commercial radio 
programs, and Commissioner Paul 


~ CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 


to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


A. Walker, who puts it differently 
—he feels that stations spend too 
small a percentage of their income 
on program production. 

Only this week, Commissioner 
Walker warned educational broad- 
casters at Ohio State University 
that there is no time to lose in 
claiming the 20 channels which 
the FCC has tentatively reserved 
for non-commercial FM. 

Commissioner Walker reported 
that more than 30 states are 
already planning state-wide FM 
educational networks with central 
committees which might even 
arrange nationwide coverage. 
Warning that things must move 
rapidly beyond the “talk” stage to 
the “action” stage, he pointed out 
that the channels will go to other 
users. (In 1936 there were 36 
educational standard stations; to- 
day there are 22.) 


Can Compete Successfully 


Commissioner Walker rejected 
arguments that educational FM 
stations should serve specific edu- 
cational needs and leave programs 
of general interest to commercial 
stations. Citing the experience of 
WOI, Iowa State College, which 
“in competition with all networks 


and several clear channel stations, 
was shown by a 1941 survey to 
be the most popular station in two 
Iowa counties and runner up in 25 
other counties,” he said he be- 
lieved educational stations could 
compete for audiences very suc- 
cessfully with commercial stations. 

“The educational stations, of 
course, will have a wonderful op- 
portunity to do a good job of in- 
school broadcasts closely corre- 
lated with the work of the teach- 
ers,”. Commissioner Walker said. 
“But they can do more. They 
can provide high class musical 
shows, community forums, literary 
and dramatic programs, which 
have general public appeal. 

“Such programs may very well 
compete with some present com- 
mercial broadcasts, which are fre- 
quently interrupted by spot an- 
nouncements advertising deodo- 
rants, cosmetics, beer, breakfast 
foods and cigarets.” 


Serve as Training Ground 


Commissioner Walker said edu- 
cational FM stations could equip 
graduates of colleges and universi- 
ties “for important positions in 
Hollywood and New York,” but he 
added that it was of even greater 


world of truths surpassing fiction, realities 
out-ranging cut-and-dried romance... 


)The steamer sirens sound their invitation in a hundred 
harbors... The gray transports, packed with men in 
khaki, sail for destinations unknown... The brine-crusted 
Libertys run the gamut of subs and bombs, to carry cargo to 
pinpoint islands that flyspeck unimaginative maps... 


the universal drama... of men in unconventional conflict 
with diverse adversities... the chance-takers, 
argonauts, the seekers, the unsatisfied ... finds a 


This is the greatest era of adventure in all man’s history. 
But for most of us at home, unfit for active combat, 
too busy, too bound to desks and routine responsibilities... 
tomorrow is just another day, the job is the same old job, the 
small worries still persist ... And the steamers’ siren call 
must go unheeded. | 
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some bond persists with those whose courses lead to far places 
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importance to train “a large num- 
ber of young men and women who 
can go back to their communities 
to set up or serve local stations.” 
“The country or small town 
newspaper performs a_ valuable 
democratic function in America 
The local FM station can serve ar 
equally valuable purpose,” he de- 
clared. 

Asserting that “Congress ha: 
declared that the ether belongs t 
the people and licenses should be 
issued only to those who are will- 
ing to operate in the public in- 
terest,” Commissioner Walker said 
that “in every training program, 
the stress should be on the public 
interest aspect of broadcasting.” 


Warns of Commercialism 


He warned that those in com- 
mercial broadcasting should 
“guard against the temptation to 
measure service solely in terms of 
the dollar.” During 1943, he said, 
the broadcasting income of 41 full- 
time 50,000-watt clear channel sta- 
tions averaged $400,000 each, while 
in 1944 it averaged $500,000. As- 
serting that 1943 program ex- 
penses were only 26% of broad- 
cast income, he said that each sta- 
tion could have spent “$200,000 
more that year for educational 
broadcasting and other public 
services, and still have earned re- 
turns in excess of 100% of in- 
vestment.” 


Elliott Joins Agency 
Charles K. Elliott, formerly with 
Wales Advertising Company and 
H. M. Kiesewetter Advertising 
Company, New York, has joined 
Anderson, Davis & Platte, Inc., 
New York, as account executive. 


RCA Promotes Finn 


David J. Finn, Chicago regional 
sales manager for RCA Victor di- 
vision of Radio Corporation of 
America, has been appointed man- 
ager of renewal sales of RCA Tube 
division. 
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Coverace of sta- 
ble markets for pres- 
ent and post war 
sales is a wise sales 
promotion invest- 
ment. 

The rich markets of 
Richmond and Vir- 
ginia, covered by 
Station WRNL are 
stable markets. 

The facts 
prove results. 
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| TE MARINES SUNDAY PUNCH! 


a A breath of hell that’s driving the Japs out of their underground 
| holes — the Marines’ Sunday Punch that is clearing beachhead 
| after beachhead on the March to Tokyo! 


FIRST 3 Markets Group can gain sales beachheads for yousdn. your 
most important markets with a triple Sunday Pumieh=(@) Roto- 


le gravure and Colorgravure—the sections of highest reader tramie-—3(2) the. 
: FIRST 3 Sunday Newspapers—FIRST in Circulation, FIRST in display advertis: ae z 
00 ing volume —(3) the FiRST 3 Markets of America. A coneéntrated Goverage ‘of ae e 


a 


. ™N 66. 8% of Metropolitan New York, Chicago, and mn oe 


‘ : « ee | 
Gain your sales objectives by lies syiithr aibartising bie ray re: majoE Dae ae ™ Ba 
segment of the families of FIRST eapeater Market—a market which accovtits _ 

| , | for 40.1% of the total’ S Retail - 
Sales — 42.4% of the Food Balas, 
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NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 
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Retegravire ° Colors Lake 


| THE GROUP WITH THE SUNDAY PUNCH 


News Building, 220 East 42nd Street, New York City 17, VAnderbiit 6-4894 
Tribune Tower, Chicago 1], SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GARfield 7946 
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Paper Outlook Improves 


The definite improvement in 
the paper situation, as predicted 
several weeks ago by ADVERTISING 
AGE and confirmed in the issue of 
July 9, is good news not only for 
publishers, printers and commer- 
cial users, but for business in gen- 
eral. The greatest need of suc- 
cessful reconversion, aside from 
the establishment of actual manu- 
facturing facilities for the produc- 
tion is promotion. Adequate sup- 
plies of paper, which will enable 
publishers to serve both readers 
and advertisers will at the same 
time accelerate progress toward 
successful reconversion of wartime 
facilities. 


We hope that readers did not 
miss the significance of another 
news story which appeared in the 
July 9 issue of ADVERTISING AGE, 
in which the difficulties which 
French industry is experiencing, 
due to the lack of advertising fa- 
cilities, were recounted. The 
problem there is whether to use 
increased supplies of paper for the 
expansion of the circulation and 
advertising volume of established 
newspapers, or to authorize new 
publications. In any event, France 
is facing a postwar problem based 
exclusively upon the difficulties of 
obtaining sufficient facilities for 


promoting the products of its man- 
ufacturers and distributors. 

It would be incorrect to say that 
American industry has been seri- 
ously hampered up to this time in 
obtaining needed advertising 
space, but it should be remembered 
that during the past few years, 
when advertising volume has 
reached new peaks as far as na- 
tional linage is concerned, there 
has been comparatively little space 
used to introduce new products in 
any field. 

With old and new industries 
now preparing to launch the sales 
and advertising drives which will 
provide the foundation for the ex- 
panded production, employment 
and business activity which will 
be needed to sustain our postwar 
economy, advertising facilities will 
be just as important to the na- 
tional welfare as production 
plants. 

Paper is an important part of 
the reconversion picture, and the 
increasing supplies which can now 
be expected will enable advertis- 
ers, agencies and media to make a 
maximum contribution to the 
great job of putting American 
business on a solid foundation in 
preparation for the end of the war 
and the resumption of peacetime 
operations in all fields. 


Breaking Down Trade Barriers 


In informal discussions which 
have been conducted recently re- 
garding possible peacetime activi- 
ties of the War Advertising Coun- 
cil, the subject of promoting the 
greatest possible freedom of trade 
among the states was suggested 
as one project which would be 
worth while from the standpoint 
of justifying a national campaign 
aimed both at educating the pub- 
lic on this subject and getting ac- 


which have been set up. 

While we realize that the efforts 
to encourage international trade 
and to prevent restrictions on ex- 
change of goods by all nations 
looms as one of the most impor- 
tant postwar objectives, we be- 
lieve that the United States could 
set a good example by improving 
the situation here at home. Many 
states have enacted legislation 
aimed at “protecting” local indus- 
tries from out-of-state competi- 
tion, and the resulting difficult 
situation has penalized interstate 


commerce and reduced the sum 
total of all business activities, in- 
cluding those of the communities 
which have endeavored to shut out 
competition from other states. 
While restrictive laws, usually 
based on the imposition of extra 
taxes, have affected such com- 


|modities as oleomargarine, beer 


and other products which are in a 
highly competitive situation, there 


are also many local ordinances 
tion to eliminate artificial barriers | 


which were framed to “protect” 
labor by preventing the use of im- 
proved products. The building 
field has had more than its share 
of these. 

A survey to determine how far 
trade is restricted by state and 
local legislation would be valuable 
in measuring the extent to which 
public education on this subject is 
needed. It might show the value 
of a national campaign, sponsored 
by the War Advertising Council, 
to help break down these barriers 
to the free movement of goods and 
services throughout the country. 


no! No! PLEASE, Joe, DONT 
SMASH IT! Give HM ANOTHER 
CHANCE! MAY6E TomoRROw 
NIGHT HE WONT SAY CRISPY, 
CRUNCHY, AND LOCKED IAI 
GOODNESS, AND TASTE- HAPPY. 
IF HE DOES IT AGAIN (LL HELP 


\ You SMASH IT. | PROMISE 


Ques y MeBuwe se 


—The Unseen Audience, by Webster, New York 
Herald Tribune 


Truth in Advertising 

Dal Wyant of WHEB, Ports- 
mouth, N. H., supplies the truth- 
ful, if somewhat bitter advertise- 


Business Opportunity 
Land For Aquatic Gardens 
Only Watered Stock Sold 


Marvelous opportunity fo raise frogs for frogs’ 
legs—watercress, water lilies, water buffalo, ducks, 
loons, tadpoles, ete. 


Roat available for deep water planting and har- 
vesting, or water wings if you prefer. 


Only web-footed people need apply, and we 
assume no responsibility in case of drownings, wa- 
ter on the knee, or water on the brain. If, however, 
the water keeps rising, subscribers may draw lots 
for places on The Ark. We have room for two more 
monkeys, but bring your own meat, cigarettes and 
butter. 


Apply To 
E. J. LYNDES 
Rochester Hill Mud Baths 


ment from the Courier of Roch- 
ester, N. H., which is reproduced 
here. The advertiser seems to 
have been more than somewhat 
annoyed by the over-dose of rain 
which swept his property. 


Voice of the Union 

Some weeks ago Ad-libbing re- 
ported the strange case of the 
union paper in New York which 
has set aside a column in each 
issue for use by the association of 
employers in the field, and won- 
dered if any reader knew of a 
company house organ which was 
a “Voice of the Union” depart- 
ment. 

Thus far we have discovered 
two such publications. One is the 
house organ of Central Railroad 
of New Jersey, which, as reported 
in AA July 2, is a joint enterprise 
‘of the company management and 
| labor, with editorial direction 
vested in a joint labor-manage- 
ment committee. 

The other is the “Steel City 
Tattler,” produced “by and for 
the employes of Steel City Elec- 
tric Company, Pittsburgh,” by 
George Kinter, a local service 
agency. 


scribed by Mr. Kinter as “the only 
strictly employe publication 
know of—it does not carry a single 
line of propaganda for the man- 
agement, and only recently has it 
begun to carry news of the office 
employes; and that would be cut 
out at the first sign of resentment. 

“While I edit the paper, I never 


write anything for it and I print 
everything contributed pretty 
much as it is written. The man- 
agement’s attitude toward the em- 
ployes is: ‘It’s your baby.’ ” 

Unfortunately, such instances 
are definitely in the minority, as 
evidenced by a poll we saw the 
other day which indicates that 
most employe house organ editors 
feel that discussion of union mat- 
ters or labor strife is beyond their 
scope and has no place in their 
pages. In effect, these editors con- 
tend that their job is to feed the 
employes sweetness and light, to 
catalog Joe Doakes’ vacation plans 
and to publish the picture of 
Mamie Smith’s new granddaugh- 
ter, but to ignore completely such 
entirely minor items as union con- 
tracts, strikes, threats of strikes, 
etc. 

Admittedly, it would be no easy 
job to report union activities fairly 
and in such a manner as not to 
displease either management or 
labor too violently. But unions 
seem destined to stay, and the 
management with the intrepidity 
to open the subject might find it 
worth while to give the matter 
some consideration. 

One possible result that we can 
foresee would be the toning down 
of some of the over-rabid state- 
ments on both sides of any labor 
issue which are now altogether too 
likely to becloud the real issue. 


Jottings "7 

To celebrate the inauguration of 
Pennsylvania-Central Airlines 
service to New York City, Mayor 
La Guardia welcomed 20 mayors 
from other cities along the route. 
The mayors bore gifts of products 
for which their cities are famous. 
Milwaukee contributed a case of 
beer from each of its seven brew- 
eries; Grand Rapids sent furni- 
ture; Pittsburgh sent each of the 
57 products of the H. J. Heinz 
Company. Other gifts were a 
bowling ball from Muskegon’s 
Brunswick-Balke-Collender Com- 
pany, 


The “Tattler” not only | Knoxville, a sack of peanuts from 
carries a column actually headed 'Norfolk and rubber articles from 
“Voice of the Union,” but is de-|Aaxron. . . 


Enter the teaser in political ad- 


I| vertising. Leonard M. Sive & As-| 


sociates, Cincinnati, produced” a 
booklet for the City Charter Com- 
mittee, seeking funds, and pre- 


|ceded it with a blind mailing of 
'the cover, which said: 


a lot in common.” It got a lot of 


attention. . . 


“We have | 


The following documents may 
be secured without charge from 


companies sponsoring them, or 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2528. P.O.P. Marks the Spot 
Where Sales Are Made. 

Point - of - purchase advertising, 
and particularly its benefits to the 
manufacturer’s and _ distributor’s 
salesman, is discussed in this book- 
let, issued by the research divi- 
sion of Arvey Corporation. It 
includes an account of several 
tests demonstrating the power of 
display and covering such items 
as nationally advertised tooth 
brushes, dog food, safety razors 
and toilet soaps, 


No. 2529. Grocery, Drug & Liquor 
Route Lists. 

The Journal, Jacksonville, Fla., 
has issued this booklet, contain- 
ing route lists of food, drug and 
liquor outlets covering Jackson- 
ville and beaches. The groceries 
are keyed to indicate chains, 
supers, etc., and separate listings 
include wholesalers, brokers, spe- 
cialty jobbers, manufacturers, and 
meat packers and jobbers. 


No. 2530. Postwar Vision. 

This booklet, issued by the An- 
derson Independent and Daily 
Mail, contains a report to the An- 
derson, S. C., Chamber of Com- 
merce postwar planning committee 
by G. H. Hull, head of the de- 
partment of agricultural economics 
and rural sociology, Clemson Col- 
lege, and James M. Stepp, of the 
Bureau of Agricultural Economics, 
on leave from Clemson. Based on 
a postwar planning survey made 
in Anderson, the county seat, and 
Anderson County, the report dis- 
cusses population, employment, 
payrolls, the industrial and agri- 
cultural outlook, and estimates of 
postwar construction, farm im- 
provement and purchase of equip- 
ment. 


No. 2471. Fact Finders’ 
Annual Report to You. 
The New York Post has issued 
its second annual report covering 
interviews with active shoppers in 
Fifth Ave., Brooklyn, 34th St. and 
miscellaneous stores. Percentage 
figures in the report show where 
these people live, and their ages, 
with following pages devoted to 
their reading habits—where morn- 
ing and evening newspaper read- 
ers live, by boroughs, and morn- 
ing and evening coverage of New 
York newspapers by age groups 
How morning and evening papers 
duplicate each other is shown, and 
all of this information is presented 
opposite to comparable 1943 fig- 
ures. 


No. 2490. Parents’ Magazine’s An- 
nual Report to Advertisers. 

A record of its advertising, 
January-December, 1944, has been 
issued by Parents’ Magazine ‘1 
this report, which includes a table 
showing total pages of advertising 
carried by leading monthlies, 1944 
and 1943, and a breakdown °f 
products by classifications, h 


Second 


with 
the number of pages and number 
‘of advertisers in each group. 


The Philadelphia Mar- 


a Palm Beach suit from | 


| No. 2495. 
ket. 

Sales area maps divided int 
routes, with tabulated market da‘4 
for corresponding areas and rou'es 
give a complete picture of te 
| Philadelphia market in this book- 
let issued by the Philadelphia E1 
ning Bulletin. The compilati 
includes population, dwelling uns, 
radio homes, wholesale and ret*!! 
outlets and sales. 


So 
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Never Underestimate the Power of a Woman |! 


Ieete 

aes oP ere | 
| $ ~ 4 SERVICE RATING | 
2°\ | E=Eht | 
| | eancnccte Moe ae "*® | 
| | fester) <9 a 
| jE, +- 7 { 


| Nor the power of the magazine 
which has the largest 
audited circulation of ANY magazine, 
given it exclusively by women 


tAPIES' HOME TOU RNAL 


THE MAGAZINE WOMEN BELIEVE IN 
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Walker Blasts af 
Second Class Rate 
in PO Swan Song 


Says Service Pays 
Only One-quarter 
of Its Mail Costs 


Washington, July 10.—Retiring 
Postmaster General Frank C. 
Walker’s final report highlighted 
the Department’s case for revision 
of second class postage rates with 
the observation that the govern- 
ment is losing nearly three dollars 


for every dollar of revenue it gets 
from publishers for second class 
service. 

As computed under the revised 
cost ascertainment system worked 
out for the Department by C. A. 
Heiss, retired comptroller of A. T. 
& T., revenue for second class mail 
amounts to $26,851,000, but the cost 
of service provided totals $98,984,- 
000. Second class provided 2.34% 
of the Department’s revenue. 


Shows Loss on Third Class 


Mr. Walker also states his case 
againsf existing third class postage 
rates, showing a loss on the books 
of $26,385,000 for third class, 
Revenue amounted to $60,422,000, 
but the cost ascertainment system 
assigned an operating expense of 
$86,807,000 to the service. 

As he stepped out of office, Mr. 
Walker asserted his belief that the 
postal service should not operate 


at a profit, but he insisted “rates 
and fees for each class of mail 
and each special service should be 
generally sufficient to pay its cost 
of handling.” 

“When the operation of the 
postal system shows a surplus it 
means that the public is not only 
paying for the service which it 
buys but in addition it is paying 
a tax,” he said. When the postal 
service shows a deficit it means 
that there are hidden subsidies 
which must be met out of general 
taxes. 

“Where there are deficits in any 
branch of the service, postal rates 
and fees should be increased on 
the class of mail or special service 
that is being handled at a loss, un- 
less preferential rates are author- 
ized by Congress for some special 
class of mail or service. In such 
cases the rates and fees for other 
services should be sufficient to ab- 


sorb any loss.” 

Mr. Walker said the results of 
the Heiss cost ascertainment 
studies, which have already led to 
higher rates for parcel post and 
for catalogs, are now being printed 
and will be available soon. 

The report revealed that during 
the fiscal year ending June 30, 
1944, there was a decrease of 424 
in the number of newspapers and 
periodicals receiving the second 
class privilege, and a decrease of 
4.27% in the weight of second 
class mailings, a heavy proportion 
of it from the reading portions. 

As of June 30, 1944, Mr. Walker 
revealed, there were 23,910 pub- 
lications and 613 news agents en- 
joying the second class rate. While 
entries were registered at 8,804 
post offices, 50 offices collected 
76.38% of the revenue. 

During the 1944 fiscal year 1,870 
of 1,933 applications for entry or 


“Is you is—or is you aint-my Pappy?” 


The appliance industry welcomes job-seeking 
veterans, for they are fine material with 
which to expand and rebuild. But what is 
the veteran’s viewpoint? 


He’s seen a lot, endured a lot—and lost his rose- 
tinted glasses in the scuffle. You may have to 
alter some of your conceptions before he 
feels you are truly the Pappy of his Future. 


Electrical Merchandising reports on 


your best source of manpower 


In the May and July issues, there are factual 
articles of immediate importance. 


One is an article by a successful appliance dealer 
and employer of salesmen. He makes a sensible 
recommendation on how to fit the veteran into 
the appliance sales picture. The other is by a 
former sales executive now in the Army. He has 
been talking the subject over with other G.L.’s. 
Both articles present an unvarnished, common- 
sense picture of what to expect from re-employed 
veterans—and what this new kind of employee 
will expect in return. 


And you'll find sound suggestions on handling 
these men to produce better relations, better profits 
and better futures for all. 


It is natural for Electrical Merchandising to do 
this. Realistic, forward-looking editorial content 
is a reader service that has made E. M. “The 


ELECTRICAL MERCHANDISING 
The Retailers’ Choice by 7 to7 


A McGRAW-HILL PUBLICATION - 


Champ” of appliance publications, 


Retailers think so—by as much as SEVEN TO 
ONE-~—and Electrical Merchandising’s over 25,000 
circulation covers all worthwhile outlets in the 
appliance and radio field. Outlets including de- 
partment stores, electrical specialty dealers, con- 
tractor dealers, utilities, hardware, house furnish- 
ings and furniture stores. 


Electrical Merchandising is their chosen publica 
tion, speaks their language—and really helps them 
solve their problems. They have confidence in 
what they find between its covers! 


NEW Y 


Advertising Age, July 16, 1945 


re-entry were approved, and 2,294 
second class publications discon- 
tinued. Total mailings of second 
class reached 1,424,417,529 pounds 
a decrease of 63,562,044 pounds 
from the preceding year. Like- 
wise, revenues fell $239,692 fron 
the previous year. 


Would Reopen ‘Esquire’ Case 

Advertising portions subject t 
zone rates totaled 503,762,744 
pounds, and brought in $13,264,- 
669, while the reading portions of. 
the same publications weighed 
578,419,959 pounds, and brought 
in $8,701,126 at the 1% cent rate. 
During the previous year reading 
portions weighed _ 656,157,190 
pounds, and brought in $9,865,468. 

Mr. Walker reported that he 
might have collected an additional 
$354,550 from advertising portions 
of newspapers and periodicals of 
educational, scientific, philan- 
thropic, agricultural, labor and 
fraternal organizations not con- 
ducted for a profit, if they had been 
charged according to the regular 
zone rate, instead of a special rate. 
As it was, they yielded $1,911,944. 
He also noted that the Department 
lost $587,482 as a result of a law 
providing free delivery of second 
class matter within a county. 

In his report, Mr. Walker re- 
iterated his belief that second class 
privileges should be withheld from 
publications Which do not per- 
form a public service. He asserted 
that “at this writing consideration 
is being given to applying for a 
writ of certiorari so as to bring 
the Esquire case before the United 
States Supreme Court.” 


Shellmar Appoints Frank 


H. H. Frank, formerly assistant 
advertising manager of Shellmar 
Products Company, Mt. Vernon, 
O., and Pasadena, Cal., has been 
appointed advertising manager of 
the company, succeeding W. T. 
Black. 


To George Martin 

Durst Mfg. Company, New York, 
plumbing and electrical supplies, 
has placed its account with George 
Homer Martin, Newark agency. 
Direct mail and business papers 
will be used. 


In POWERLAND Lingo..| 


266 personal chats with 


POWER PLANT ENGINEERING readers 
bear out the wisdom of slanting your adver 


tising copy to the many operating and main- 
tenance problems of your power-enginee! 
customers. 


It also pays to talk their workaday langu ig¢ 
wherever you can—use plenty of installation 
hookups, sectional drawings, maintenance 
hints and performance tables to make yu! 
ads meaty and idea-ful. 


Our field-bulletin, “Where engineers ned 
help’’, suggests how to tune your mess: z¢s 
to this basic market. Ask for free copy. 


ABC + ABP 


wer 
ENGINEERIN 


53 W. JACKSON BLVD. CHICAGO 4, 
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TULSA WORLD 


KLAHOMA is way out ahead in the 
development of airports and com- 
mercial aviation. For example, the 
Tulsa airport is one of the largest 
in the nation with 1,680 acres of land area .. . 
has 11,096,500 square feet of concrete runways, 
taxi strips and aprons. . . handled 646,364 pas- 
sengers in 1944... . sold 4,180,000 gallons of 
aviation gasoline . . . 20,000 gallons of lubricat- 
ing oil and served over 150,000 meals in the 
airport restaurant. All this means plenty of pro- 
gressive people in the “Magic Empire” who have 
ample spendable income to gratify their desires, 
and who can be TOLD and SOLD on the merits 


of your product through the pages of the News- 
papers THEY READ! 


OIL CAPITAL NEWSPAPERS 


TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY @ REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 


Photograph courtesy of American Airlines 
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Biggar Joins WIBC Churchill, Peter Join 


George C. Biggar, assistant to} Measurement Bureau 
James D. Shouse, vice-president : ._ 
of the Crosley Corporation, Cin- dae an ‘antes ake Ga = 


cinnati, has resigned to join WIBC,| pau) peter, who directed research 


Indianapolis, as general manager. : St 
Mr. Biggar during the past 18 for the National Association of 


months has been in charge of 
employe relations at WLW, Cros- 
ley’s Cincinnati station. 


THE BAKING INDUSTRY MAGAZINE 


Bakers Helpers. 


FACT NO. 25 — 
BAKERS' HELPER sub- 
scribers are shaken 
through a sieve — finer 
than the ordinary. Con- 
sequently they are the 
more important baker- 
buyers, responsible for 
90% of the production 
of the industry. 


HEC P ER sciicacos numoits 
270 Broadway, New York,7, N.Y. 
PUBLISHED EVcRY TWO WEEKS 


Paul F. Peter 


John Churchill 


Broadcasters, have joined Broad- 
cast Measurement Bureau, New 
| York. Mr. Churchill will be re- 
search director and Mr. Peter ex- 
ecutive secretary. 

Hugh Feltis, BMB president, 
has announced appointment of a 
permanent technical research com- 
mittee to advise the bureau on re- 
search methods and _ techniques. 


Total subscriptions now amount to 
$769,000, with 517 subscribers to 
the BMB plan listed. 


Form Distributorship 
Peninsular Distributing Com- 
pany, Detroit, has been organized 
to distribute electrical appliances 
and radios in Michigan, including 
Bendix products. Partners in the 
organization are J. H. Ryall, presi- 
dent, who recently resigned as 
sales manager of the Frigidaire 
division of General Motors Corpo- 
ration in Michigan; Ray M. Whyte, 
vice-president, who heads a De- 
troit Chevrolet dealership, and 
Clyde A. Buck, secretary and 
treasurer, who recently resigned 
after 20 years with General 
Motors, in distribution, merchan- 
dising and business management. 


Ideal Appoints Nichols 


M. W. Nichols, advertising man- 
ager of Ideal Women’s Group, has 
been appointed direct liaison rep- 
resentative to contact motion pic- 
ture companies, and will divide 
his time between Hollywood and 
New York. 


Gin Ad Promotion 


Meager Despite 
July ‘Holiday’ 


New York, July 12.—Only one 
of the leading gin distillers is 
planning any major promotion this 
summer despite the recent WPB 
ruling permitting a third “holi- 
day” beginning July 1. Most of 
the companies feel that the holi- 
day arrived too late for the regu- 
lar gin season and are deferring 
advertising plans until later. 

National Distillers Products 
Corporation, however, is stepping 
out with a newspaper campaign 
for Gilbey’s gin in 201 newspapers 
throughout the country. Adver- 
tisements will appear weekly dur- 
ing July and August and possibly 
longer, although schedules have 
not been completed. Insertions 
will run from 200 to 748 lines and 
will emphasize the fact that grain 
gin is again available. 

Copy says: “The only thing the 
world will probably never make 
better is Gilbey’s and you can 
prove it in your next Martini or 
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—# that car ? 
Sa. 


WHAT PRICE CAR DO YOU OWN? 


e In cities (over 2,500 pop.) 52° own low-priced cars, 41% 


own medium-priced cars, 7% own high-priced cars. 


@ In towns (less than 2,500 pop.) 61% own low-priced cars, 
37° own medium-priced cars, 2% own high-priced cars. 


e On farms, 78% own low-priced cars, 20% own medium- 


priced cars, 2° own high-priced cars. 


DID YOU BUY A NEW CAR OR USED CAR? 


e In cities, 49% bought new cars. 
e In towns, 53% bought new cars. 
e On farms, 37% bought new cars. 


() WHY DID YOU BUY THAT PARTICULAR MAKE? 


23% got a ‘“‘good deal’”’ 

18% no particular reason 

14% prefer it: had same before 
% best car for money 

8% economical 


ARE YOU SATISFIED WITH YOUR CAR? 


About 50°; of motorists answering survey are satisfied with their present 
cars. Dissatisfied motorists make following typical complaints: car worn 
out, uses too much gas, poor tires, difficult to start, slow to warm up in 
cold weather, too light in weight, troublesome brakes, uses too much oil, 
rattles, cheap body, doesn’t hold up, too hard to fix. 


WOULD YOU BUY THE SAME MAKE NEXT TIME? % 


Yes NO DON'T KNOW on. 2 bi 

os Owners of low-priced cars: 44% 17% 39% a yi 

ge Owners of medium-priced cars: 47% 21% 32% ° 827 
Owners of high-priced cars: 63% 12% 25% ora - ps an. 2 


(Above figures apply to car-owning families only.) 


4% couldn’t get other make 
2% best for general use 
% bought from friend 
1% easily serviced 
20% miscellaneous answers 


MINNESOTA POLL* 
e explores car-buying facts and 
ceemeenven among state’s 
99,800 Car-owning families, 
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@ Tribune (morning)—over 360,000 
@ Sunday Tribune—over 400,000 


for 1943-4, 
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| The world agrees 
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please” 


The cei ching he world wall probebly emer mabe 
emer Gulbey 6 aad rou cam prove Hoe your 
nent Martins oF Collies! (Yen pow cow - there's « om 
inppir at your desler, Just ome tame of thes 
superhoe gre and vow ll wee why che word keeps oo, 
turming 10 Galbey 4, as ut has for measly « ceneury 


Nacione! Disiliers Prodece Corpernion, New York 90 Proaf _Distiied from 100% grata ameuad apicten 


AVAILABLE—National Distillers Prod- 

ucts is using copy such as this in 201 

newspapers throughout the country to 

emphasize that grain gin is again 
available. 


Collins. (Yes, you can—there’s a 
new supply at your dealers.)” 
Lloyd, Chester & Dillingham, Inc., 
New York, is the agency. 


Plan Trade Copy 


There will be no additional sum- 
mer advertising for Calvert gin 
other than occasional insertions in 
business papers announcing the 
fact that it is now available, ac- 
cording to Calvert Distillers Cor- 
poration, New York. Similar an- 
nouncements will be made to the 
trade only by Carstairs Bros. Dis- 
tilling Company, which does not 
expect to have any gin for dis- 
tribution until early August, Len- 
nen & Mitchell, Inc., New York, is 
the agency for both accounts. 

Hiram Walker, Inc., will not 
increase promotion for Hiram 
Walker gin, feeling that the holi- 
day arrived too late to permit 
adequate preparation for adver- 
tising. Sherman K. Ellis & Co., 
New York, is the agency. 

Fleischmann Distilling Corpora- 
tion, Peekskill, N. Y., plans in- 
creased gin promotion, but copy 
has not yet been released and 
schedules are still tentative. Ted 
Bates, Inc., New York, handles 
the account. 


If you sell 
SHAVING SUPPLIES 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of 4,811,51! 


listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion ai 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


Topeka... Kansas 
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Perhaps Los Angeles may never make quite | We think you will be interested in the postwar 
that many, but Los Angeles manufacturers are plans of our new industries. For they are plans 


going to try! 


Indeed, they have listed hun- _—_ that assure more jobs, bigger peacetime pay 


dreds and hundreds of war-inspired inventions rolls than Los Angeles ever had before, that 
they plan to manufacture and sell when peace _ will augment our already established and pros- 


comes. 


Already household and consumer items are be- 
ing made and sold by some Southern California 
war-created plants. One of them now offers 
more than 1700 jobs in the manufacture of 
consumer items . . . jobs that were non-existent 


. before the war! 


“Everybody’s Newspaper” 
in Southern California 


DOMINANT 


NEWS PAPER 


O F 


perous economy. We'd like to give you this 
story, told in our booklet, “An Eye to the 
Future.” It takes but a penny for our thoughts 
—just drop a postcard to THE TIMES or to 
our representatives, 


AMERICA‘’S THIRD LARGEST 


MARKET 
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Bosin Joins WNBF 


Fred A. Bosin, formerly with 
Colgate-Palmolive-Peet Company, 
Jersey City, has been appointed 
research and promotion manager 
of WNBF, Binghamton, N. Y. 


Lionel Elects Raphael 


Arthur Michael Raphael, for- 
merly vice-president in charge of 
sales of Lionel Corporation, “New 
York, has been elected executive 
vice-president. 


EYE’ CATCHERS 


Worl * , 

greatest - 

§ lection ate. 

photos. All lines business 
-_. all situations. Top 
models . ._« fine photog 
raphy. Multiplies pull of 
promotions. Shot new 
each month. 10,000 sub- 
jects available) Money 
saving subscription A ad 
NOT STOCK PICTURES. 
FREE proofs and details 
on request. No obliga- 
i salesmen, 


10 E. 38th Street 
New York 16, N. Y. 
SIME EA COTES 


Kleinert Line 
of Infants’ Wear 
Gets New Design 


New York, July 11.—The I. B. 
Kleinert Rubber Company is dis- 
tributing its Softex baby pants 
and pad pants in new packages 
employing a design which will be 
used for the complete line of in- 
fants’ wear. Pink and blue toy 
blocks in a stylized pattern form 
the background for a deeper pink 
panel, on which identifying in- 
formation is printed in blue and 
white. 

Consumer demand for factual 
information will be met by labels 
on both the front and back of 
each package which, instead of 
carrying identical information, will 
contain fuller details. The back 
of each package will provide in- 
formation on performance, qual- 
ity and care of the item. In set-up 
boxes where such complete details 
cannot be given on the package 
itself, a two-fold leaflet insert will 
be enclosed which will convey 
information on other Kleinert in- 
fants’ wear products. 


. 
os 
he 


Next in line for repackaging 
will be Dri-Downe sheets and 
pads, and Sturdifliex sheets and 
pad refills, which will be out as 
soon as box production permits. 
The company will feature in its 
New York showroom during 
August a series of window dis- 
plays indicating how the new 
packaging can be used effectively. 

Koodin-Lapow Associates de- 
signed the new package line. Fed- 
eral Advertising Agency handles 
the Kleinert account. 


Rejoins American Express 
Robert R. Mathews, former 
manager of American Express 
Company operations in New Eng- 
land, and until recently a lieuten- 
ant colonel in the Army air forces, 
has rejoined American Express as 
assistant advertising manager. 


Bell & Howell Booklet 


The educational division of Bell 
& Howell Company, Chicago, has 
published “Architects’ Visual 
Equipment Handbook,” to help 
architects and school and church 
organizations adapt rooms for the 
showing of motion pictures or 
other visual aids. 


enjoy a long run... 


REPRESENTATIVES 


@ When “Uncle Tom’s Cabin” first 
played Fort Wayne, The News- 
Sentinel predicted the show would 
and it did. The 
returning veterans from the Battles 
of Shiloh, Chickamauga and Gettys- 
burg got a terrific wallop out of it. 
And women wept. The paper at that 
time was not embellished with what 
is known today as a dramatic critic 
...but the Editor knew his way 


ALLEN-KLAPP CO. «> 


“The News-Sentinel says it ought to run for years” 


The News-Sentinel is delivered by carrier every week day to 97.8% 
of all homes in Fort Wayne—Indiana’s second largest retail market. 


“Che News-Sentinel 


© Gort Wayne's “Good Evening 


FORT WAYNE, “INDIANA 


around. For he had already been 
playing to a newspaper audience 
for over 30 years when this stage 
show blew into town. He knew box- 
office values. 
The News-Sentinel has had plenty 
of time in which to find out how to 
acquire and hold a reader audience. 
The News-Sentinel has the biggest 
circulation of all newspapers in 
Northeastern Indiana. 


pie 78 


NEW YORK—CHICAGO-—DETROIT 


Established in 1833 


ising Age, 


Martin Block, of WNEW’s “Make-Believe Ballroom” and an- 
nouncer for the NBC Chesterfield “Supper Club” program, is owne: 
of the 7-passenger Cadillac convertible in which Gen. “Ike” Eisen- 
hower rode along Broadway. . . Mariano Guastella, head of the 
Havana agency, Publicidad Guastella, is in New York offices of J. 
M. Mathes mapping forthcoming campaigns for Compania de Re- 
frescos Canada Dry de Cuba, S.A... 


James P. Needham, of the New York World-Telegram nat’l ad 
dep’t. and Mrs. Gladys E. Holtorf were married June 30 at the home 
of the bride’s sister in Tuckahoe, N. Y. .. Gerald M. Lauck, N. W. 
Ayer’s exec. v.p., is newest director of the Webster Tobacco Co. . 
A new Murray Hill Books, Inc. release is “Television Programming 
and Production,” by Richard Hubbell, mgr. and tele consultant for 
Crosley’s broadcasting div. . . 


* JWT’s Steve Williams, new ad- 
dition to the publicity & public 4g 
relations dep’t, has a month-old 
daughter Patricia... Willard 
Pleuthner, JWT v.p. & acc’t exec. 
in chg. of Royal Crown Cola ad- 
vertising, and Harry Thornton of 
the model agency were among 
the judges of “Miss Venida of 
1945” contest, held June 30 at 
Palisades Park, N. J... The 
Thompson agency’s head of radio 
publicity, Wick (Wyatt) Crider, 
is responsible for the Bing Crosby 
cover piece in the July 8 This 
Week Magazine. He uses the name 
Wick Wyatt. . . 

NBC’s Mrs. Idella Grindlay 


CITED—Capt. combat 


Sidney Dean, 


SIS rRNA 


Kampf has been awarded the Ex- 
ceptional Civilian Service Award, 
the War Department’s highest 
civilian honor, in recognition of 
her “exemplary performance of 
duty” as traffic manager of “The 
Army Hour.” . . Motion Picture 
assoc. ed. Miriam Nadel was mar- 


intelligence officer with Flying Fortress 
units in England, has been awarded the 
Bronze Star Medal for originating spe- 
cial target briefing methods “which no- 
tably contributed to bombing accu- 


racy. The former J. Walter Thomp- 
son vice-president worked with the 
Office of Strategic Services and the 
Lend Lease Administration before en- 


ried June 24 to Capt. Harold 
Diamond of New York. The 
couple are honeymooning in Montana. . 

James Crayhon, public relations director for Standard Oil, was 
guest July 12 on the WPAT (Paterson, N. J.) “Press Photographer’s 
Forum of the Air.” . . . Harold A. Wise, Macfadden Publications’ 
v.p. & ad director, was presented recently with the Silver Star, 
awarded posthumously to his son, Lt. Robert B. Wise, at ceremonies 
on Governor’s Island. . . 

Leslie W. Joy, gen. mgr., and James P. Begley, program megr., 
were among the 14 members of KYW, Philadelphia, staff to receive 
5-yr. Westinghouse service pins awarded by Lee B. Wailes, mgr. of 
Westinghouse Radio Stations, Inc., in a three-city telephone “con- 
ference” among employes of KYW, WBZ, Boston, and KDKA, Pitts- 
burgh. . . 

Marshall Field—author, editor, publisher—is the subject of an 
article by Roscoe Drummond, chief of the Washington Bureau for 
the Christian Science Monitor, in the July 24 Look. . Mike Hughes, 
AA’s exec. ed., is coming along nicely at Manhattan Eye, Ear & 
Throat Hospital after a fenestral ear operation on July 5.. 


“Belding, Cone & Foote” was the subject of an identification ques- 
tion put by the New York quizmaster to the English team on 
“Transatlantic Quiz” over American Broadcasting Company, and 
the answer by Prof. D. W. Brogan, star of the London squad, was 
“An apartment house.” Col. David Niven, well known to American 
motion picture audiences, could not identify the name, either. He 
and Prof. Brogan were told that it belonged to a large American 
advertising agency. 

Fred I. Archibald, publisher of the Albany Times-Union, has re- 
turned from a tour of duty as a major in intelligence with the New 
York Guard at Camp Smith, Peekskill. Maj. Archibald served as an 
intelligence officer in the U. S. Army earlier in the war, and also 
saw service in World War I. He was in uniform for a broadcast of 
“The Voice of the Fourth Estate” over WGY, Schenectady, the night 
before leaving for Camp Smith... 

George H. Tenney, pres. of McGraw-Hill Co. of California, and 
ed. and publ. of Electrical West, has been elected to the board of 
directors of the San Francisco Chamber of Commerce. . . Lt. Comdr. 
Holman Faust, who was released from active duty in April after 47 
months’ service, has been commended for meritorious conduct in 
his performance of duties as welfare and recreation officer with the 
service squadron, South Pacific Forces. The commendation was 
signed by Admiral Chester W. Nimitz. . . 

Frank Tyson, copywriter Burton Browne Advertising, has just 
returned from his second cutting in two years, and believes he’s the 
only adman on Chicago’s Michigan Ave. who has had two apper- 
dectomies. . . A new trustee of the Silver Cross Hospital in Jolie. 
Ill., is Ray M. Howk, nat’l ad mgr. of the Joliet Herald-News. . . 

C. M. Robertson Jr., pres. of Ralph H. Jones Co., has been ap- 
pointed chairman of the Joint Program Information Committee f: 
the Cincinnati area. Composed of representatives of WPB, WM‘ 
Army Ordnance, Navy and ATSC, the committee works close 
with press and radio stations to study national stories on war pr°- 
duction “cutbacks” in relation to the local picture . . Thomas 
Kiphart, public relations director of the Fifth Third Union Tru:' 
Co., Cincinnati, has been elected commander of the Cincinn: 
Commandery No. 3, Knights Templar.. . 

Maj. Glen C. Morrow, former sec’y of the Rochester, N. Y. ac- 
club, who served three years in the operations division of the A: 
jutant General’s department in Washington, is now at Okinawa 
assist. adjutant general of the 24th Corps, official corps histori: 
and pres. of the Board of Decorations and Awards. . . 


listing, as a private in 1942. 
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“Up-and-coming Building Material Dealers... 


are shooting for a big share of the estimated two billion dollar market for electrical 


appliances,” says General 


Electric in their July full page advertisement in 


BUILDING SUPPLY NEWS, which is reproduced below. 


JULY, 1945— BUILDING SUPPLY NEWS 


idea that will sell more appliances 


| regent building material dealers 4 
are shooting for a big share of the esti- 
mated two billion dollar market for electrical %6 
appliances. 
And consumer surveys show that Kitchen 
appliances will account for the major part of that volume. 
Your position in the building industry, plus experience 
in room-planning, will give you a head start in reaching 


this kitchen market, particularly through sales of complete 
kitchens! 


Stock, Show, and Sell G-E All-Electric Kitchens 


They're planned kitchens, completely equipped and de- 
signed for use in remodeling, as well as in new homes. And 
they're planned for “Package” selling . . . built around 
“work centers” to help you sell related groups of appli- 
ances, or whole kitchens including all these G-E products. 


@ G-E Electric Dishwasher, Garbage Disposall, Refriger- 
ator, Range, Exhaust Fan, Clock; and G-E Steel Cabinets. 


General Electric has developed a display and merchandising 
plan to help you market these complete kitchens. But before 
we tell you about that, here’s something you should know: 


More People Prefer G.E. than all 
Other Brands Combined 


In a recent survey of people all over the country, 53% of 
the women and 51% of the men said: “General Electric makes 
the best electrical appliances for the home!” 

You can count on this preference for G.E. among your 
customers. And we're working for still greater preference 
with the biggest advertising campaign in our history. 

And we're set to help you sell “packaged” kitchens! 

We've worked out a set of six kitchen displays for your 
showroom. They’re real room setups, similar to the one 
shown above, and theyll make your G-E display a real 
sales-producing section. 

For full details about these displays, get in touch with 
your G-E distributor—he’ll be glad to help you. General 
Electric Co., Appliance and Merchandise Department, 
Bridgeport, Conn. 


FOR GOOD LISTENING: Don’t miss Art Linkletter, in “The G-E House 
Party,” every afternoon, Monday through Friday, 4 p. m., E.W.T., CBS. 
“The G-E All-Girl Orchestra,” Sunday, 10 p. m., E.W.T., NBC. “The World 
Today,” News, Monday through Friday, 6:45 p. m., E.W.T., CBS, 


FOR FINAL VICTORY — BUY AND HOLD MORE WAR BONDS 


THE APPLIANCES MOST WOMEN WANT MOST 


GENERAL © ELECTRIC 


“And consumer surveys show 
37 hat Kitch i 
that Kitchen Appliances will 


account for the major part of 


that volume,” continues the 


G-E copy. 


General Electric tells the 12,- 
391 lumber and material dealer 
readers of BUILDING SUP- 
PLY NEWS that “Your posi- 
tion in the building industry, 
plus experience in room-plan- 
ning, will give you a head start 
in reaching this kitchen mar- 
ket, particularly through sales 


of complete kitchens!” 


If you are planning to 
market home appliances, 
be sure the potent distri- 
bution force of the lumber 
and material dealer gets 


your product and franchise 


story. 


Send for copy of latest dealer 


Survey “What Will They Sell.” 


BUILDING 


SUPPLY 


NEWS 


ADVERTISING VOLUME, 


AMONG LUMBER AND MATERIAL DEALERS 
IN CIRCULATION, 
EDITORIAL 


59_E. VAN BUREN STREET 


INFLUENCE AND LEADERSHIP 


CHICAGO 5 « 
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ae HAT ON EARTH has happened to Mary’s 
. pretty new dress? 


Was the iron too hot? Too cool? Was the fabric 
too damp? Too dry? 


You, who used to take such pride in your iron- 
ing, are often at a loss these days—with so many 
new fabrics on the market. 


Maybe you do know that acetate rayons should 
be pressed with a moderately warm iron. 


But if you know what the fabric is, do you 
know where to set your dial to get the best ironing 
results? 


We've been working like beavers—here, at 
Good Housekeeping—to iron out some of these 
complications for you. 


= §=6©To due youn faith 


E Your faith in Good Housekeeping is the most 
: valuable thing we have. And we’re going to do 
everything under the sun to see that we deserve it. 


We want you to feel—when you read ironing 


SOMEWHERE OVER HERE “ 
1'VE SIMPLY GOT TO HAVE 
A CHANGE OF SCENE. 

i'M SO BORED / 


Poe 


_ SOMEWHERE OVER THERE 


advice or anything else in Good Housekeeping— 
that you can rely upon us always to give you the 
best opinion of our experts. 


That is why we have spent weeks and weeks 
ironing different fabrics, including rayons, nylons, 
mixtures, and blends—as well as your old friends, 
cottons, linens, and wools. Yes—we got yards and 
yards of fabrics—washed them and ironed them 
repeatedly, to determine what we considered the 


a can iton out a few 
complications for you 


best ironing temperatures and best degree of 


dampness for each and every fabric! 

We made this study in order to be able to give 
you from actual experience—not hearsay—the 
most up-to-date directions for ironing all sorts 
of fabrics. 


Can all rayons be ironed at the same setting of 
your dial? 


How should the dial be set if you don’t know 
the fabric? 


When your iron is set for a particular fabric 
will it stay at the right temperature as long a 
you iron? 


Can all cottons be ironed at the same tempera 
ture? 


Does nylon need ironing? 


What can you do when your iron has no hea 
control? 


Should 6-ft. Sue and S-ft.-3 Sally use the same height These are questions women have been asking 


ironing board? We say, No... and we’re working with an 
adjustable board to help make you more comfortable when 


And we answer them, in the July Good House 
keeping, after long and exhaustive practical study 


you iron. (Our board can also be adjusted for sit-down 


ironing, of which we highly approve.) 


But our findings seem to us so important tha 


ARE YOU IN THE WAR 100% ? 


HEY, MIKE, HAVE WE BEEN 
ON THIS STINKING ISLAND 
I7 OR 18 MONTHS ? 


e Every man or woman in the armed services is in the 
war 100%. Does your war effort add up to 1007? Check 
up and see! If you do these things regularly—score 10% 
each. If sometimes—score 5% each. 


Do Red Cross or other volunteer work? . .oO% 
Buy War Bonds? . a. -.OF 
Give blood to blood bank? —- .-o% 
Save tin, fat, paper, conserve fuel, tires? . CO) % 
Observe ceiling prices, always pay ration points? [) % 
Can, preserve, and save food? . -.oO% 
Buy nothing you do not need? . .O% 
Write often and cheerfully to Servicemen? .-oO% 
Have a Victory Garden? . ......O0O% 
Repeat no rumors, guard yourtalk? . . . . Oo % 
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we don’t want to confine them to the pages of 
Good Housekeeping. We want this helpful infor- 
mation to be made available to you on tags, when 
you are choosing garments—or household textiles 
—or a postwar electric iron. 


Look jr the ja | 


“Read merchandise tags!’ we tell you, again and 
again, in the pages of Good Housekeeping. “‘De- 
mand the facts! Know what you’re buying!” 


We have been crusading for years for more 
specific markings on iron dials and more useful 
information on garment tags. 


We think, for instance, that tags ought to iden- 
tify fabrics for you and tell you how a garment is 
likely to perform in wear... how much it may 
shrink, whether it is resistant to laundering, light, 
perspiration, etc. 


We think a tag should tell you how to care for 
the garment you are buying. And we're doing all 


Good Housekeepi 


The Homemakers’ 


Bureau of Standards 


FOR VICTORY x 


we can to promote more informative tags. 


Our most recent ironing study enables us to 
help manufacturers give you the facts. So we are 
offering our data FREE OF CHARGE tto all 


makers of fabrics, garments, and irons.* 


We feel the pulse of your iron. Here’s how it’s done. A 
temperature-indicating apparatus is connected to the sole 
plate of the iron. While our experts iron, laboratory techni- 
cians record results. 


You have come to expect such things of Good 
Housekeeping. It was by such out-of-the-ordinary 
service that we got into your good graces, in the 


BUY U. S. 


*Free to all makers of 


textiles, garments, and irons 


A booklet giving Good Housekeeping recommenda- 
tions for proper temperatures in ironing different 
types of fabrics, based on a 1945 study at Good House- 
keeping Institute. Write Good Housekeeping, 57th 
Street & 8th Avenue, New York 19, N. Y., for your 
cepy, giving your name and address and the product 
you manufacture. 


first place. And that is how we propose to stay 
there. 

So that you may know how truly we strive to 
hold your belief in us, we make you this promise— 
a promise we shall repeat, so long as Good House- 
keeping is in print: 


That at no time, and not for any reason, 
or any profit, will any page of Good 
Housekeeping — editorial or advertising 
—trade unfairly on your trust. 
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We give this seal to 
no one—the product 
that has it, earns it. 


WAR BONDS AND STAMPS 
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Appoints Howard-Wesson 


Edin Electronics Company, New 
York and Worcester, Mass., manu- 
facturer of a complete line of 
therapeutic equipment for home, 
industry and professional use, has 
appointed Howard-Wesson Com- 
pany, Worcester, as its agency. 
A merchandising campaign is to 
be started soon, featuring con- 
sumer and trade advertising as 
well as direct mail and a space 
campaign for professional use. 


Niblack Joins Hall 


Kenneth G. Niblack, for the 
past nine years advertising man- 
ager of Spencer Lens Company, 
Buffalo, now a division of Ameri- 
can Optical Company, has joined 
Melvin F. Hall Advertising 
Agency, Buffalo, as an associate 
and account executive. 


Directs Taylor Sales 


Raymond D. Olson, manager of 
the sales engineering department 
of Taylor Instrument Companies, 
Rochester, N. Y., has been ap- 
pointed general sales manager. 
Frank Ward has been named in- 
dustrial sales manager; W. M. 
Griffin, commercial sales manager, 
and Ralph E. Clarridge will suc- 
ceed Mr. Olson as sales engineer- 
ing manager. 


To Lorenzen & Thompson 


Lester J. Dothe, for 11 years 
with Scripps-Howard Newspapers 
and for five with the Baltimore 
News-Post, in the national adver- 
tising department and as manager 
of the merchandising department, 
has joined the Chicago sales staff 
of Lorenzen & Thompson, news- 
paper representative. 
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For exciting coverage of 
New Orleans’ big events . . 


Folks turn first to - 


NEW ORLEANS | 


EPARTMENT 


OF LOYOLA UNIVERSITY 


THE GREATEST SELLING POWER 
IN THE SOUTH'S GREATEST CITY 


50,000 Watts « Clear Channel « CBS Affiliate 


Represented Nationally by The Katz Agency, Inc. 
LE ES ESS TA A 


‘ 


Advertising Age, July 16, 1945 


OUTDOOR 


(945—~ /94 
UWE JULy Say 


150 — 40- 


GENERAL 


—tets— 
VUNE JULY 


JUVENILE 
—/945— 1944 
VUNE JULY JY 


WOMEN 
1944 
JuLyY 


,600— 


’s STANDARD 


-—/995—~ 1/944 
_WUNE JULY WY 


-—/945— 1944 
VUNE JULY JY 


WwW E E K T E 
-—1945— 1944 
MAY JSUNE SUNE 


s CANADIAN 
—/945— 1944 
VUNE JULY YUuLY 


350 - 
300 - 
£S0 - 
200 - 


-——1945—__, - 1944 ~ rc 1945 “ir 1944 ~ 
Pages Lines Pages Lines Pages Lines Pages Lines 
GENERAL og es ee err 69.3 29,547 64.3 27,482 
Ace Fiction Group.... 7.9 1,779 8.1 1,809 Vogue (2 issues)...... 75.8 47,887 86.1 54,398 
American Magazine... 55.1 23,142 59.1 24,872 WOMmeNSs DAF ..i...:% 34.5 14,814 33.4 14,328 
American Forests..... 1.4 6,006 1.2 4,998 Woman's Home Com- 
American Home....... 31.4 19,868 32.5 20,511 TIO occas t. 0p 0 6c 45.3 30,800 49.0 33,331 
American Legion...... 24.2 10,154 23.2 9,753 
Asia & the Americas.. 1.0 429 2.2 925 eee COED oni cect 1,724.2 836,098 1,576.4 767,328 
Better Homes & STANDARD 
Co ne 46.0 29,206 42.0 26,378 | American Mercury..... 9.3 1,694 9.2 1,673 
Christian Herald ..... 18.1 7,594 16.4 6,875 | Atlantic Monthly...... 39.5 16,590 43.0 18,060 
Columbia Tete eee _3.0 2,046 5.0 3,391 Harper’s Magazine.... 43.5 10,353 43.8 10,431 
Cosmopolitan ........ 58.4 25,041 66.5 28,538 
Dell Detective Group.. 18.0 7,641 20.0 8,493 Tete] Group ........ 92.3 28,637 96.0 30,164 
Beer TROVIGW 2.4.5.5. 39.7 17,048 25.3 10,831 OUTDOOR 
eS a ee 13.3 5,606 15.1 6,347 American Riflema 27.7 11.641 30.0 2 60 
Esquire (Natl.) ...... 78.1 52,534 77.5 52,069 | rie] yj nr gga KY a: 99 4g tte 
Dimes: ........... 112 7731 10.2 7035 “ie d & Stream errr 59.8 25,125 48.6 20,415 
“ ’ | Fur-Fish-Game ....... 15.1 6,456 10.8 4,645 
NEG, Sduds daa ds 66% 180.0 113,760 172.4 108,941 F , yj 91 ¢@ ort a ine 
‘A ’ , Hunting & Fishing... 21.6 9,189 17.1 7,186 
House Beautiful ...... 49.2 31,100 39.3 24,821 Outde Life . ar 59 "OOF 
House & Garden...... 51.2 32,375 29.9 18, 890 lll Bee Speers <b se : eee oe.e 21,895 
- “y Wo ae ae 19.6 8,219 16.6 6,987 
Improvement Era..... 13.5 5,799 14.5 6,23 | Sports Afield 51.3 21.566 37.1 15 576 
Macfadden Men’s Group 16.7 6,984 15.3 6,605 aban «alia ps ee ate GR a <calea 
Mechanix Illustrated.. 53.3 11,931 45.8 10,269 Rint ‘ 9 9 re 919 « 9 9 
Motor Boatine ....._. 94.6 55.603 67.9 46.697 — Group ia ake cee 241 101,556 212.3 89,304 
National Geographic... 33.0 7,817 33.0 7,812 JUVENILE 
Nation’s Business .... 64.9 27,249 43.9 18,423 | American Girl ........ 8.7 3,645 5.5 2,326 
Nature Magazine...... 5.4 2,307 2.8 1,464 Boys’ OR eee 18.3 12,391 14.3 9,629 
Popular Mechanics.... 101.1 22,652 91.2 20,426 | CCalling All Girls..... 18.2 6,945 = 16.5 6,279 
Popular Publications.. 13.4 2,997 11.0 2,464 | a°Child Life .......... 2.3 956 . 
Popular Science ...... 100.5 22,512 91.8 20,552 | Open Road for Boys... 12.0 5,037 6.5 2,74 
OM, gS ete, , 44.2 18,981 47.1 20,212 | **True Comics ........ 10.4 3,943 6.9 2,622 
Ee eee 13.0 5,452 9.3 4,001 tiie * 
Scientific American.... 20.2 8,681 11.1 4,745 Total Group ........ 57.2 28,018 42.8 20,978 
Street & Smith All WEEKLIES—June 
Fiction Group ...... 3.5 651 5.5 1,023 American Weekly 62.7 62,747 59.2 59,192 
ME ESOT ECT 31.0 13,063 31.0 13,223 dBusiness Week ...... 375.2 157,565 299.2 125,673 
Zataune Group ...... 15.3 3,417 15.2 3,414 dChristian Advocate... 13.0 5,462 10.0 4,206 
Town & Country...... 64.5 43,365 60.2 40,460 =e, ee eae 202.0 137,364 172.0 116,968 
ee aR pa eee ee 29.5 12,690 9.5 4,079 Serr re er eee 114.1 49,097 67.6 29,122 
bWoodmen of the Pemny Circle ..5.266% 60.0 25,639 51.0 21,865 
ata ra 4.4 1,894 3.3 1,418 See ae ee eee ee 56.8 24,369 44.1 18,914 
i a 79.5 46,746 81.4 47,863 SS eee 36.9 23,424 26.2 16,020 
I ie ai: Sls. 6 hare a 9% 185.0 79,359 94.2 40,399 
Totsl Group ........ L,488.7 “TA8;G52.1,987.7 “COGSES | TE sis vis crise se ies 241.0 163,919 255.0 173,947 
WOMEN BE Geil Sslvts a in'¥,s 76.0 51,677 74.0 50,313 
i 73.0 $1,317 58.0 24,882 | Newsweek ............ 295.2 124,000 242.9 102,001 
Giamour ............. 58.8 32,880 33.5 14371 | “ew York Times 
Good Housekeeping... 66.7 28,621 61.9 26,560 se ge ri S00 665,085 §=6893.8 = 78,841 
Harper’s Bazaar....... 64.1 40,486 52.7 33,297 dNew MOEMOE ccivecees 188.3 80,797 181.5 77,672 
Oo See 19.4 Meee (18:2 86— E985 | SOMO: as +e ss. 38.8 616,389 §=— 38.9 = 12,120 
Perr tT ee 18.1 12,293 13.3 9,067 Parade ...........--.. 27.2 19,488 19.9 14,224 
Ladies’ Home Journal. 64.5 43,828 64.4 43,822 | Pic -..-..............- os foe ee Se 
Life SS re 15.0 6,427 11.8 5,060 dSaturday Evening Post 238.2 161,966 227.5 154,676 
Mademoiselle ......... 97.0 41,618 78.0 33,462 | “Saturday Review 
Oe 60.4 41,089 55.4 37,674 GE TAtOPAtUre «oc sss 70.9 30,402 45.1 19,352 
infos Selena nine This Week Magazine.. 27.8 22,932 35.9 29,638 
(| SEAR Se an 53.2 22,828 43.8 18,775 RO ct ecene bean & ean se 257.0 107,873 271.0 113,761 
Modern Screen (MM).. 58.4 25,034 50.8 21,780 United States News... 220.5 92,615 211.3 88,742 
Motion Picture (F)... 52.3 24,475 52.3 22,387 
*Movieland ........... 32.5 13,950 ‘ss eS MOORE. THEOUED 644 s4 80s 2,804.5 1,480,577 2,469.7 1,332,034 
PP MURR 66 btaa deus s 34.9 14,979 30.9 13,242 ape 
Movie Show .......... 31.7 21,560 28.1 19,110 *Not included in totals. 
Movie Stars Parade... 34.8 14,938 31.9 13,679 aNot published in July, 1944. 
Movie Story (F)...... 53.3 22,881 52.3 22,391 bJuly-August issues combined 1944. 
SESS a on ee ae 34.8 14,938 31.6 13,544 cJune-July issues combined 1945; July-August issues 
Parents’ (N. . 2 combined 1944. 
Metro Ed.) ......... 65.9 28,282 59.9 25,698 dFive issues 1945; four issues 1944. 
Parents’ (Natl.)....... 61.2 26,235 54.7 28,477 +Published quarterly. 
Personal Romances.... 30.9 13,251 26.2 11,231 CANADIAN 
Photoplay (Mac)...... 58.3 25,012 54.2 23,237 Canadian Home 
PROUGREGS icc cidiasssss 49.5 21,239 38.1 16,382 P| eee ee 38.2 25,945 34.1 23,166 
Radio Romances (Mac) 38.7 16,588 38.7 16,543 CRMSOMNENO ici esciccccs 34.8 23,677 34.9 23,742 
*Real Romances ...... 21.6 9,292 eT ees Oe a ee 49.0 21,077 41.0 17,464 
ore 21.6 9,292 sm ~~ . (sivacecvcees 48.3 32,819 49.1 33,414 
Borman Guseke «..66isis 27.1 18,449 27.2 18,502 REE o5Galscavan desis 41.7 28,017 36.7 24,629 
Screenland Unit ...... 39.7 17,029 38.4 16,463 National Home Monthly 26.0 17,734 29.0 19,854 
Screen Romances .... 55.1 23,624 46.4 19,902 PO WOO. sictetaee as 22.5 15,290 26.0 17,681 
BOCPOU. sis ies sassairs. 16.7 6,956 17.4 7,671 Revue Moderne, La.... 22.1 15,039 20.9 14,224 
PROVORCOON bins ck cusss 72.3 49,196 ai .ean Revue Populaire, La... 21.0 14,742 23.0 16,154 
True Confessions (F). 51.3 22,043 49.6 21,308 TRO: BOO fcc oceses 36.5 25,567 35.0 24,6382 
True Experiences - 
Cee sites vedas ss 2s 41.3 17,707 41.9 17,960 ROCs GIO vicvcuces 340.1 219,877 329.7 214,990 
True Love & a, 
Romance (Mac)..... 40.7 17,478 41.9 17,963 | *June linage. 
True Romances ....... 44.0 18,863 45.2 19,389 | aFive issues 1945; four issues 1944. 
. the transportation corps, has re-,one who “makes, publishes, dis- 
Truscon Steel Appoints sumed his duties as sales manager,| seminates, circulates or places’ 


Ad-Sales Chiefs 


Richard P. Dodds, 
lieutenant colonel 
portation corps, and previously 
manager of sales, promotion and 
advertising of Truscon Steel Com- 
pany, Youngstown, O., subsidiary 
of Republic Steel Corporation, has 
rejoined the company as manager 
of the dealer-commodity depart- 
ment. Paul L. Callahan, formerly 
assistant to Mr. Dodds, has been 
appointed manager of Truscon’s 
advertising department, and Ralph 
H. Sartor, formerly a colonel in! 


formerly a 
in the trans- 


window and door division. 


Bolsters Law Against 
Fraudulent Advertising 


The Ohio General Assembly has 
enacted a law strengthening the 
state statute against fraudulent 
advertising by giving county pros- 


|cuting attorneys the right to pro- 
|}ceed against any person or busi- 


institution. Heretofore this 
has been confined to the 


ness 
duty 


any misleading advertising before 
the public, and the media list ‘5 
broadened to include magazines, 
signs, placards, labels and broac- 
casts over any radio station. 


Names Hammerton 


Visual Training Corporati 
Detroit, has appointed Herbert 
Hammerton as production ma'- 
ager in charge of sound and sile 
slidefilms, printed materials a! 
other aids for the armed for 


| attorney general. 


The amended law includes any- 


and for use in sales training a! 
| promotion programs. 
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-»-so he made one—simple, 
too! He used an upside-down 
lamp shade, fastened a beer 


can full of G.I. bug-killer 


. to it, and hung it on his 

54 

D0 ‘ 
1: light bulb. Here’s the 

°5 

#1 f 
> way it looked: 
26 
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a* A 
740 re \ay-P ; : : 
676 [thances Or’ anal done es ing th ped grated the time. Thousands who were never before interested in 
352 sont Pl ix We . : eas 
eas pgestvon sible, o chan! anything mechanical have learned exciting new mechanical 
761 al v collaP 945 issU 
2,03 ‘s in th February: ——_— SA skills in the service. They'll bring that new interest home with 
“BE were _ + 
rail = them—these young fellows are bound to be the neighborhood 
sues _ OF mechanical experts. Naturally, they will read and rely on 
ga on Mechanix I\lustrated, because it brings them the authorita- 
3,166 tive “newest news” of things mechanical that they don’t get 
13,742 
Orr anywhere else. Every month, thousands more of the world’s 
24,629 
ttt greatest coupon clippers are reading Mechanix Illustrated 
14,224 
10h from cover to cover. Add your 


advertising to their favorite 


reading by using Mechanix 
Illustrated now. 

The Magazine That 
Gives Men Ideas 


FAWCETT PUBLICATIONS, INC. 
World’s Largest Publishers of Monthly Magazines, 295 Madison Ave., N. Y. 17, N. Y. 
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Storm Joins Heinz 


Lt. Comdr. Frederick Storm has 
joined the advertising staff of H. 
J. Heinz Company, Pittsburgh, in 
charge of public relations and pub- 
licity. He was recently placed on 
the inactive list after four years’ 
combat duty in the Navy. Before 
entering service, Lt. Comdr. Storm 
was a White House correspondent 
for United Press. 


The 28,188 permanent farm leaders (demon- 
strators, extension agents, home economics 
teachers, etc.) have actual contact with farm 
consumers and advise them on products 
and equipment that will best help them 
improve their farms and homes. For com- 
plete coverage of Farm Leaders, use the 
publication they read and use constantly — 


AGRICULTURAL .., 
- LEADERS’ DIGEST — 


139 WN. Clark St., Chicago 2 


John Walter Forms 
Own Distributing Firm 

John W. Walter, formerly east- 
ern sales manager of Apex Elec- 
trical Mfg. Company, Cleveland, 
which he joined in 1936 as district 
manager in New York City, has 
established his own distributing 
organization. The new firm, to 
be known as the John W. Walter 
Company, will operate temporarily 
from 37-08 Northern Blvd., Long 
Island City. 

The company has been named 
New York, New Jersey, and west- 
ern Connecticut distributor for the 
Duo-Disc line of washing machines 
made by the Automatic Washer 
Company, Newton, Ia.; Stewart 
Warner FM and television radio 
sets; Peerless space and fireplace 
heaters, and the Empire line of 
ironers, traffic appliances and 
vacuum cleaners. 


Wincharger Promotes 


James J. Fenlon, member of the 
advertising department of Win- 
charger Corporation, Sioux City, 
Ia., has been appointed public 
relations and _ sales promotion 


manager, a newly-created position. 
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Meet WHB’s Ed Birr— 


of our “Client Service Department” 


At WHB we've always called the 
sales department the “Client Service 
Department’ —simply because that’s 
the purpose of our salesmen: to serve 
our advertisers. 

And when World War II “cleaned 
out” WHB’s sales staff, we looked 
around fora trained and experienced 
man who knew advertising, mer- 
chandising and selling. In Chicago 
the same War had wiped out E 
Birr’s slate of national accounts. 

WHB'’s Don Davis knew Ed Birr’s 
background in transportation, in 
agency work, in direct advertising, 
point of sale display and dealer de- 
velopment. “Come with WHB and 
see how you like radio”, he invited 
....and Ed Birr took to radio as a 
duck takes to water. 

Since 1942, Ed has developed two 
of the highest-rated co-operative 
shopping programs heard in the 
Kansas City area: “THE PLAZA 
PROGRAM” for the merchants of 
Kansas City’s exclusive Country Club 
Plaza district ....and “MARY JANE 
ON PETTICOAT LANE”, for down- 


town departmentstores and specialty 
shops located on Eleventh Street, 
Main to McGee. 

Ed also pioneered in the develop- 
ment of “Help Wanted” advertising, 
by radio, for Kansas City’s war in- 
dustries—and has helped to secure 
thousands of workers for vital war 
plants. 

He has also helped both large and 
small merchants with soundly- 
planned radio campaigns of pro- 
grams and spot announcements. 

If you have a tough problem to 
lick—shortage of merchandise to be 
explained, good-will promotion, or 
the problem of stepping-up sales, 
Ed Birr can help you. His back- 
eng of experience in merchan- 

ising, advertising and selling in- 
cludes many major products. 

You'll enjoy deleg business with 
WHB— “the station with agency- 
point-of view.” At WHB, every ad- 
vertiser is a client who must get his 
money’s worth in results. 

If you want to sell the Kansas City 
market, W HB is your happy medium, 


For WHB Availabilities, ‘Phone DON DAVIS 
at any of these “SPOT SALES” offices: 


HOLLYWOCD .. 
SAN FRANCISCO 


Kansas City « 
Missouri 


Wichita 
Kansas 


KANSAS CITY .... . Scarritt Building . .... HArrison 1161 
NEW YORK CITY . . . 400 Madison Avenue . . . Eldorado 5-5040 
CHICAGO ..... 360 North Michigan ..... . FRAnklin 8520 
Hollywood Blvd. at Cosmo . . HOllywood 8318 
- «+++ 5 Third Street 


KEY STATION for the KANSAS STATE NETWORK 


EXbrook 3558 


* Salina « 
Kansas 


Great Bend «+ 
Kansas 


Emporia 
Kansas 
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JULY ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial Commercial 
Display Display 
Excluding Excluding 
Poultry, Poultry, 
Livestock Livestock 
-— Total Advertising——,. and Classified -— Total Advertising——, and Classified 
1945, -——1944-__,, 1945 1944 m—1945——" -——1944——__, 1945 1944 
Pages Lines Pages Lines Lines’ Lines Pages Lines Pages Lines Lines Lines 
FARM MAGAZINES New England Home- 
CE ia ste 3x2 +: 27.7 19,254 24.0 16,784 14,046 12,643 
Capper’s Farmer... 30.0 20,377 26.9 18,280 19,718 17,642 Ohio Farmer ...... 24.4 18,730 26.7 20,485 16,490 18,295 
Country Gentleman. 49.0 33,284 47.9 32,578 32,469 31,773 Oregon Farmer .... 30.8 23,269 26.8 20,224 21,329 18,910 
Farm Journal & Oregon Grange . . a 

Farmer’s Wife... 48.0 20,472 43.0 18,557 19,766 17,889 pO ee 13.5 14,672 14.1 15,274 14,762 15,274 
Progressive Farmer: Pennsylvania i 

Carolina-Va., a 26.5 20,357 28.1 17,705 18,291 15,675 

EES ae 32.1 23,337 25.6 18,536 22,184 17,456 Utah Farmer ...... 17.1 12,985 19.5 523 «12,344 11,893 
Ga.-Ala.-Fla. Wallaces’ Farmer & Whos 
Pree 32.2 23,444 25.5 18,602 22,466 17,530 lowa Homestead... 36.8 28,820 42.2 33,092 26 434 29,655 
Ky.-Tenn.-W. Va Washington Farmer. 31.6 23,918 28.6 21,645 21,978 20,331 
OE, oc dw a x 32.6 23,722 25 18,268 22,814 17,531 Western Livestock ; x 
Miss.-La.-Ark. MOURA seneasc ss 48.0 20,181 89.0 36,663 10,346 11,730 
pe eee 31.56 22,943 25.2 18,345 21,976 17,497 *Western Dairy a 
Texas Edition ... 32.4 23,574 26.2 19,061 22,494 18,076 cS ee 2 7)? ioe oe GO20.— ssb0« 
*In all 6 Editions.. 28.0 20,950 22.4 16,293 20,296 15,698 Wisconsin Agricul- . an wa aa” aie dd . 
*Aver. 5 Editions... 32.1 23,404 25.5 18,562 22,385 17,618 ete Tn hie 6 wees 31.1 24,414 34.2 26,826 22,357 25,873 
Southern Agricul- — en, See See ae aaa beara 
ar Perr 21.6 15,118 21.4 15,084 14,3873 14,315 Total Group ..... 571.9 423,275 614.0 441,301 367,278 372,641 
Successful Farming. 43.0 19,531 43.0 19,245 18,513 18,363 Bi-Weeklies—June 
nee anh Syp American Agricul- iE 
Total Group ..... 352.4 225,802 309.7 196,556 216,763 188,072 ee ESP eae & 20.8 15,106 21.4 15,549 12,940 14,085 
California Cultivator 35.7 27,023 33.8 25,578 25,007 23,969 

FARM PAPERS Dairyman’s League 
ATT ree 6.9 5,032 6.9 5,012 4,063 4,032 

Monthlies Prairie Farmer .... | 38.0 27,454 34.0 24,644 22,725 20,207 
Agricultural Lead- % Aan Garmee nae ne ie Mek” 

ers’ Digest .. ... 27.0 5,292 22.8 4,459 5,292 4,459 Total Group ..... 101.4 74,615 96.1 70,783 64,735 62,29 
American Fruit Weeklie Saidia 

TOME vs ccceues 28.0 12,017 25.5 10,979 11,874 10,836 = “ > - B65 
Better Fruit ....... 14.4 6088 18.0 6,081 ¢.083 6,051 | $CSPper's Weekly... 1.1 16,810 4.8 10,719 9,984. 1.00) 
California Citro- Ww — Kansas City 

NEE SP he Sateen < % 19.0 13,048 19.0 13,048 13,048 13,048 peel ¢ sabee — "TT? 7 91.199 
Carolina Co-operator 2.7 1,150 2.5 1,037 931 749 Missouri Edition... 10.5 35,637 16.8 26,649 16,088 1,18 
Cattleman, The .... 44.2 18,564 44. 18,760 12,824 13,146 , oi an » ane ORF 2 76 
Farm and Ranch... 22.4 16,934 16.9 12,789 16,059 12°042 pe bet Po? 17.6 41,487 16.6 37,868 28,601 28,764 
Florida Grower ... 9.4 6,385 7.4 5,050 5,972 4,659 | Gite Daily Drov- 
ae, Sars ers Journal 17.1 36,600 23.0 49,141 22,752 34,282 

Home Journal .. 11.8 9,233 10.3 8,044 9,233 8,044 Pepe City Daily , ; 

Farmer Stockman .. 16.0 12,260 18.0 13,946 11,874 13,493 Drovers Telegram 18.5 39,434 22.0 46,961 28,268 33,760 

Cooperative Digest.. 17.5 3,675 10.8 2,257 3,675 2,257 | rovers § /clegré ie Ses 

+Nati 1 Live Stock , . ; . ‘ : | Omaha Daily Jour- * be 
go ot genres | ~ nal-Stockman 17.2 36,755 23.4 49,803 30,307 38,027 

PROGROSP cid cece 9.7 7,039 8.2 5,950 6,839 5,703 5 Re r . 
New Jersey Farm | St. Louis Daily Live cae Rae 73 36.998 22.487 27,893 

and Garden ..... 21.9 9.893 25.0 11,258 8.744 10.512 Stock Reporter 13.6 29,098 17.3 36,$ 8 33,487 hte 

dhi ie é ae ak a tae > , 
C ol Bureau 26.0 4.701 34.0 5.245 4,482 5.245 Total Group ..... 66.4 141,887 85.7 182,903 103,814 133,96 
Southern Farmer 3.2 2,578 3.5 2,784 2,578 2,784 — : ‘ 
3 Ie » 7 ‘ +f & Not included in totals. 
Southern Planter .. 14.0 9,781 14.8 10,391 9,065 9,544 +July-August issues combined both years. 
Roy Re sere oops Ege: Rep lgente yes Mea i 5: - iss s 1944. 

Total Group ..... 287.2 138,583 275.4 131,048 128,523 121,572 tFive issues 1945; four issues 194 

Monthlies—June 
Arkansas Farmer .. 13.3 10,063 12.9 9,764 10,063 9,764 CANADIAN 
Idaho Granger .... 9%.7 10,503 11.2 12,134 10,503 12 134 *Canadian Country- x 
Nation’s Agriculture 6.1 2,313 6.7 8,015 2,313 015 SeGED Vi oe. 4 30.8 21,533 33.9 23,753 17,911 20,562 

——s a Se aaa Country Guide, The. 26.0 18,801 26.0 18,500 18,801 18,500 

Total Group ..... 28.1 22,879 30.8 24,913 22,879 24,913 *Family Herald & 

Semi-Monthly—June Weekly Star: 2 i aloe “eae 
Dakota Farmer .... 25.8 19,945 27.8 21,490 18,664 20,072 Eastern Edition... 55.3 55,294 5.21 92,125 38,39 26,598 
Farmer, The ...... 85.5 27,824 36.1 28,319 23,903 25,342 Western Edition... 47.2 7,221 44.0 ,95 35,598 34,021 
Hoard’s Dairyman.. 33.6 24,496 31.7 23,097 21,899 19,932 *Farmer'’s Advocate a a m asia catch . a e 
Idaho Farmer ..... 32.2 24,379 27.4 20,744 22,439 19,430 Home Magazine... 37.1 26,003 34.0 25,785 22,797 20,478 
Indiana Farmer's *Free Press Prairie x ; 

OE SSeebvbeows ss of 15,936 24.5 19,171 11,568 14,194 yg) | ae 75.9 83,498 75 { 83,460 41,702 46.885 
Kansas Farmer .... 2 17,641 22.7 17,253 15,823 16,910 a*Western Producer. 42.5 45,422 51 54,690 23,369 30,988 
Michigan Farmer .6 18,137 22.4 17,218 15,864 14,925 — Ree RR RE I PEL FE 
Missouri Farmer F 3,108 3.7 2,915 2,606 2,646 Total Group .....é 314.8 297,772 317.0 300,264 198,568 207,99: 
Missouri Ruralist... 19.8 15,054 22.0 16,713 13,180 15,007 _ 

Montana Farmer... 27.0 20,400 28.7 21,716 16,235 18,307 *June Linage. : 
Nebraska Farmer... 39.4 29,755 38 29,344 26,720 26,597 aFour issues 1945; five issues 1944. 


Farm Magazines 
Gain 14.9% in Ad 
Volume for July 


Chicago July 11.—With a total 
of 225,802 lines of advertising in 
July issues, farm magazines topped 
similar publications of a year ago 
by 14.9%, according to an ADVER- 
TISING AGE tabulation. Linage in 


July, 1944, issues amounted to 
196,556. 
July issues of monthly farm 


papers gained 5.7% in ad volume, 
carrying a total of 138,583 lines, 
compared with 131,048 last year. 
June issues in this same classi- 
fication were off 8.2%, however, 
with a total of 22,879 lines, as 
against 24,913 in 1944. 

Semi-monthly farm publications 
carried 423,275 lines of advertis- 
ing in June issues, a 4.1% drop 
from the ’44 total, 441,301. Bi- 
weeklies gained 5.4%, carrying a 
total of 74,615 lines as compared 
with 70,783. June weeklies were 
up 10.9%, with a total of 41,437 
lines as against 37,368 in 1944. 

June dailies showed the sharpest 
decline, 22.4%, with a total of 
141,887 lines as compared with 
182,903 last year. 

Canadian farm publications ran 
a total of 297,772 lines of adver- 
tising, off .8% from the compar- 
able 1944 volume, 300,264. 


Bans U. S. Names 


The Ohio General Assembly has 
passed a law prohibiting the use 


|as the name or designation of any 


place of business in the state of 
“Army,” “Navy,” “Coast Guard,” 
“Post Exchange,” “G.I.,” “P-X,” 


'or any other word or expression 


lor activity. 


relating to a government agency 
Fines of $20 to $1,000 


| are provided. 


| Texas Co. Promotes 


W. F. Moore, assistant to the 
vice-president in charge of foreign 
operations of the Texas Company, 


Plan for First 
Postwar London 
and Paris Fairs 


Paris, July 3.—Pushing aside all 
delays, the French government has 
decided to revive the Paris Fair 
next September—for the first time 
since 1939. 

Prospective exhibitors in Great 
Britain and the United States are 
being contacted, and Sweden has 
already indicated that it will be 
represented in France’s first post- 
war exhibition, held during May 
each year prior to the war. 

Decision to hold the fair adds 
new importance to settlement of 
the franc exchange problem. Ex- 
porters have been pressing for an 
adjustment of the franc-sterling 
and franc-doliar rates, maintain- 
ing that it will be impossible for 
them ‘to compete in world markets 
at present French prices. The 
French business publication, Les 
Echoes, recently stated that France 
probably is the most “expensive” 
country in the world. 


May Change Rates 


A change in the exchange rates 
before the fair opens in September 
is considered possible. France, it 
is said, had no intention of mak- 
ing the change while the country 
was filled with American troops, 
because a cheap franc would have 
enabled them to buy up goods 
| sorely needed by the French. Now 


| that the American troops are leav- 
|ing and hundreds of requisitioned 
|premises are being released, the 
| problem is considered less acute. 
| France still requires extensive 
| imports to rebuild her industries, 
| but the nation also needs foreign 
exchange—which will be largely 
unobtainable as long as prices re- 
| main at their present high levels. 


| In London, the Board of Trade 


j in Com 
has taken the first step toward) & seu 72,000 alert Grange families =o 


reviving the British Industries 
Fair, also an annual trade event 
up to 1939. 


Leading manufactur- | 


it is learned how many can get 


eteeecsnssmessseeeeee on — 
ge 
o=8 
feel ons. 


models in shape and be prepared jj 
to fulfill orders placed during the J 


exposition. 


Coleman Sets Up Own 
Publicity Company 

Harry M. Coleman, vice-presi- 
dent and head of the public re- 
lations division of MacFarland, 
Aveyard & Co., 
Chicago, has 
purchased that 
division and 
has formed a 
new public re- 
lations counsel, 
Harry Coleman 
& Co., with of- 
fices at 333 N. 
Michigan Ave. 
Mr. Coleman 
has resigned as 
vice - president 
of MacFarland, 
Aveyard to become president of 
the new company. 

Associated with him will be C 
W. (Ted) Grange, vice-president 
and editorial director, who as 
been with MacFarland, Aveyaré 
for a short time and was former)) 
advertising and public relations 
director of Stewart-Warner Cor- 
poration. J. Renouf will be <ec- 
retary. 


Harry Coleman 


Gets Weiman Account 


Weiman Furniture Company 0! 
Rockford, Ill., Chicago and New 
York, has appointed Goldman & 
Gross, Chicago, to handle its : 
count. Harold Gross is the accoun! 
executive. Full-color pages | 
leading national magazines 
trade publications are sched 


New York, since 1943, has been ers are being asked their views| 


appointed general manager of for- 


| eign operations. 


on resuming the fair next year. 


|The decision will be made after| 


for a campaign with “long ra’ 
postwar objectives.” 
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Wilson & Haight Plans 
New York Office 


Wilson & Haight, Inc., Hartford, 
Conn., agency, plans to open a 
New York office in the News 
pbuilding, 220 E. 42nd St., which 
will operate as Wilson & Haight 
end Welch. The Hartford agency 
name will remain unchanged. 

Arvin J. Welch, recently re- 

ased as major after two and a 

‘If years’ service with the Army 

c forces, has been elected vice- 
resident of Wilson & Haight and 

ill be in charge of the new 
ffice. He was formerly associated 

ith Lord & Thomas, M. H. Hack- 
ett, Inc., and J. M. Hickerson, 
Inc. 


Brown-Forman Buys Plant 

Brown-Forman Distillers Cor- 
poration, Louisville, Ky., has pur- 
chased for an undisclosed sum all 


stock of Manor Distilleries, Inc., 
Manor, Pa. 

The Manor plant has a capacity! 
of 300 bushels of grain mashed} 
per day, equal to about 30 barrels 
of whisky, and has a warehouse 
storage capacity of 12,000 barrels. 
3rown-Forman plans to double 
the mashing capacity of the plant. 


KPANSION 


DF THE 


~DILWEATING 
“MARKET 


N THE FIRST FIVE 
POST-WAR YEARS 


ACTORS : 


Favorable Fueloil 
Supplies and Prices 


Public Preference —45% 
Want Home Oilheating 


Huge Building and 
Modernization Programs 


eading Oil and Equipment 
ompanies Realize This 
nd are Preparing NOW! 
What about you? 


This vast market is reached 
most effectively by the 
publication that has served 
It most effectively ] 


Write for a copy of 
Oilheating Tomorrow”’ 
JELOIL & OIL HEAT 
232 Madison Avenue 
Ne. York 16, N. ¥ 
LE xington 2-4566 , 


NE DOMINANT PUBLICATION 
vir Manufacturer, Wholesaler, Retailer 


Tee ' of Cilheating background insures 
"ele service to Reader and Advertiser 


KOY Advances Johnson 

Duane F. Johnson, with KOY, 
Phoenix, Ariz., the past year as 
announcer and writer, has been 
appointed continuity director of 
the program department. 


Ad Firm Gets ‘E’ 


The Jacksonville, Fla., branch 
of General Outdoor Advertising 
Company, wartime maker of shell 


shipping cases, ladders for military | 
uses and parts for marine ven- 
tilating systems, has been awarded 
the Army-Navy “E” for excellence 
in production, 


Negro Publishers to Meet 


The Negro Newspaper Publish- 
ers Association will meet for a 
limited wartime conference in 


New York, July 27 to 29. 


Graham-Paige 


Forms Farm Division 

Graham-Paige Motors Corpora- 
tion, Detroit, has established a 
farm equipment division for the 
manufacture and sale of the Roto- 
tiller tractor and other agricul- 
tural machinery at its Warren City 
Mfg. Company subsidiary, War- 
ren, O. 

Vern R. Drum, vice-president 


| Donald, 


25 


and general manager of the War- 
ren plant, heads operations of the 
new division, and W. A. Mac- 
vice-president, will be in 
charge of sales. 


Loew Appointed 


Charles S. Loew has been ap- 
pointed sales manager of McKin- 
non Industries, St. Catharines, 
Ont. 


SEAT 
poe. 
INTELLIGENCER 


Your ch 


SEATTLE 
post. 
INTELLIGENCER 


EXAMINER 


LOS ANGELES 
EXAMINER 


youa 


_ an endless chain of profitable sales 
now by reaching 4 out of every 10 families in the 
Pacific Coast's giant "A" markets! 


oice of: 


eRun of paper in black-and-white. 


ePictorial Review color or black-and- 
white: in 1,000-line space units only. 
Some space for 1945 still open... if 


ct now. 


The BIG 3° 


LINKS 


Pacific Coast’s huge 
new “A’ markets 
together for you! 


eGroup rate ... one order, one operation. | 
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- DONT LET THE 


To win out in the battle of brands you've got to keep dis- 
tribution on its toes—sales-punching for your products. 
That means passing the information to chain store 
Decision Men who handle, display, explain, sell and 
re-order your products — contact millions of customers 
each day. 


Consistent trede advertising gives sales punch facts to 
chain store men, alerts them to your products’ quality, 
value, uses, manufacture, availability — tells them how 
to display, make related sales, cash in on consumer 
advertising. 


There is a wide range of copy objectives you can use to 
keep distribution in trim—with punch instead of -hunch. 
CHAIN STORE AGE regularly analyzes the basic copy 
themes of some 500 trade advertisements appearing in 
its seven separate magazines. Quite a few manufacturers 
and agencies use these promotion studies to plan their 
own campaigns, check promotion trends, measure copy 
appeals. To acquaint you with this service, we present 
a breakdown of eighty trade advertisements appearing 
in the June Grocery Editions of CHAIN STORE AGE: 


Most Active Copy Themes 
MAIN COPY TIMES % OF 
OBJECTIVE USED RANK §80ADS 
Consumer Advertising 12 1 15.0% 
Product Details 10 2 12.5 
Seasonal Sales Dato 9 3 Th2 
Sales Opportunities 4 8,7 
Company Plons, Research, Methods 7 4 8.7 
Profit Possibilities 7 4 8.7 
Product Quality, Valve 6 $ 75 
Display Suggestions 6 5 7.5 
New Products, Packages 4 6 5.0 
Brand Leadership 3 7 3.8 
Nonavailability, Shortages 3 7 3.8 
Availability 2 8 2.5 
Patriotic Message 2 8 2.5 
Related Selling Ideas 1 9 1.3 
Dealer Sales Aids 1 9 1.3 
ALL 15 MAIN COPY OBJECTIVES - 80 — 100.0% 


A drumfire of information-passing messages like these 
gives chain store men the right hook for sales-punching 
now, keeps them in the pink for the oncoming postwar 
Brand Battle Royal. 


Variety Druggist Fountain- - Adminis- 
Edition Restaurant tration 
Section Edition 


CHAIN STORE AGE 


185 Madison Avenue, New York 16 
612 N. Michigan Avenue, Chicago 11 


“Passing the Information to Chain Store Men who 
Answer Millions of Consumer Questions” 


Variety 
Executives Managers Executives Managers 


Grocery Grocery 


Edition Edition Edition Edition 
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A STRANGE SORT 
OF PRAYER — _/¥/, 


CUMULATIVE—This Young, & Rubicam 
ad has accumulated a total circulation 
of 13,225,000, following a modest ini- 
tial insertion in metropolitan dailies the 
weekend after V-E Day. 


13,225,000 See, 
Reproduce Y&R 
Post V-E Day Ad 


New York, July 10.— Young & 
Rubicam this week added up the 
circulation to date of its own ad 
captioned, “A Strange Sort of 
Prayer,” run in a small list of 
metropolitan dailies the weekend 
after V-E Day, and found the ad’s 
total circulation to be 13,225,000. 
The agency feels that’s “some kind 
of record for a privately developed 
public service ad.” 

After the ad first appeared, Y&R 
made it available for local use, 
without credit, to publishers. So 
far, 1,538 publishers have asked 
for mats or plates—251 dailies and 
1,287 weeklies, with the majority 
using the 1,000-line size. The total 
figure of 13,225,000 breaks down 
to 4,843,000 for Y&R’s original list; 
6,522,000 for dailies, and 1,860,000 
for weeklies. Nearly 6,500 sep- 
arate sponsors have been counted 
so far, and the ad has been used 
to promote such war campaigns as 
the blood bank, manpower re- 
cruitment, on-the-job morale, 
anti-black market theme and the 
7th War Loan drive. 


Many Sponsor Ad 


In addition to commercial com- 
panies, the ad was signed by such 
unusual groups as the United Mine 
Workers of America, District 29, 
in the Sun Register, Beckley, W. 
Va.; National Naval Medical Cen- 
ter, Bethesda, Md., inside front 
cover of house organ; publisher of 
the Vindicator, Valley Falls, Kan., 
to pay tribute to the honor roll of 
the community; Mr. and Mrs. J. C. 
Tippett, in the Platt County Repub- 
lican, Monticello, Ill., “In honor of 
our three sons who are serving 
with the U. S. Army.” 

In addition to mats and plates 
for re-publication, 7,041 proofs 
were sent out, half to Y&R clients 
and other companies for bulletin 
boards and half to individuals for 
framing purposes. 

The Navy Department had 75,- 
000 reproduced in full color for 
industrial incentive posters in war 
plants. And Y&R, to give an esti- 
mate of the service such a job re- 
quired, says the first week alone 
saw a volume of 72 telephone re- 
quests, 104 telegrams and 1,300 
letters—with inquiries still pour- 
ing in two months later. 


Promote N. Y. Vacations 
New York state’s first full-color 
vacation booklet is being dis- 
tributed as a part of a newspaper 
|campaign conducted for the 
| State’s department of commerce 
| by Kenyon & Eckhardt, New 
| York. Cost of this year’s promo- 
| tion is estimated at $20,000, with 
| copy in several papers and a small 
\list of national magazines out- 


JUNE 


SALES 


Variety and Miscellaneous 
Butler Bros. $ 


June 
Food Chains 1945 1944 
FO EE OE 4 ..$ 4,415,134 $ 4,355,979 
Kroger Groc. & Bak. Co. 34,728,753 33,968 046 
National Tea . 7,615,959 7,662,702 
Safeway ...... 49 739,090 51,601 238 
Group Total .... $ 96,498,936 $ 97,587,965 
Mail Order 
tSears, Roebuck ........$ 80,512,707 $ 76,863,859 
*Spiegel ... 1 4,628 346 
tMontgomery Ward 50,002 538 47,105,124 
Group Total .. $130,515,245 $123,968,983 
Drug Chains 
| ee ...-$ 2,911,017 $ 2,766,583 
Walgreen . . 9,777,376 9,632,606 
Group Total .......... $ 12,688,393 $ 12,399,189 


10,910,327 $ 10,198,379 


Consolidated Ret. Stores 1,741,086 | 364,781 
Diamond Shoe Corp..... 3,092,148 2,952,162 
aDiana Stores Corp. 975,517 746,158 
Edison Bros. 5,213,105 4,010,050 
Fishman, M. H.. 596,554 542,862 
tFranklin Stores Corp. 1,798,012 1,499,415 
oma. W. T....... 15,610,089 13,740,854 
7Green, H. L....... 5,351,917 5,061,179 
7interstate Dept. Stores 3,727,068 3,288,642 
Kresge, Bas 18,010,826 16,078,735 
Kress, S. H. 9,636,625 9 624 437 
tLerner 8,669,281 7,518,175 
McCrory ... ve. 5,533,340 5,414,680 
McLellan Stores . 3,376,885 2,918,749 
Murphy, G ‘ 8,281,910 7,161,363 
Neisner Bros. ........... 3,187,583 3,020,744 
PMN Wal Mosivecknkpatads 41,402,478 42,281,748 
Rose's 5 to 25 Cent Stores 969 243 869 335 
Western Auto ........... 4,430,000 4,210,000 
Woolworth, F. W......... 38,411,110 35,164,061 


Pee Te $172,914,278 $161,587,774 
Combined Total ...... $412,616,852 $395,543.91 i 


Group Total 


*Not included in totals. 


TFive month period. 
Twelve month period. 
aEleven month period. 
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OF CHAIN STORES 


% Gain 
or Loss 
+1.4 
2.0 


oosaNnN 


+t+4+t+44h+54 


OM — OWN DDONNOO 


+i 


att 
NWWM UTA UT 


r 4 Month ~ % Gain 
1945 1944 or Loss 
$ 27,275,226 $ 25,129,018 +8.5 
204 310,987 200,554,284 +2.0 
43,918,875 45,332,142 —3.) 
292,304,328 294,688 881 —0.8 
$ 567,809,416 $ 565,704,325 -+0.4 
$ 396,517,954 $ 372,871,787 +46.3 
oS ., Sas ere é 
263,121,907 236,411,192 +11.3 
$ 659,639,861 $ 609,282,979 +83 
$ 16,729,734 $ 16,542,781 -+1.1 
55,980,452 57,270,338 —2.3 
$ 72,710,186 $ 73,813,119 —I.5 
$ 58,554,128 $ 57,396,593 4+2.0 
11,859,086 9,980,533 +18.8 
14,672,543 15,267,166 —3.9 
10,215,355 8,823,213 +15.8 
25,738,028 21,948,487 -+-17.3 
2,991 451 2,712,382 +-10.3 
22,146,891 19,153,727 +15.6 
80,724,973 73,261,718 +-10.2 
25,911,008 24,837,922 44.3 
17:936,669 16,053,917 +1 1.7 
100,278,617 95,059,358 +5.5 
56,557,128 57,355,788 —1.4 
38,064, 303 34,005,744 +11.9 
32,188,695 30,619,219 +5. 
15,775,642 14,379,160 +9.7 
43,975,027 39,018,820 +-12.7 
17,348,520 16,359,742 +6.0 
241,102,260 230,654,222 +4.5 
5,472,771 5,138,274 +65 
22,991 ,000 19,767,000 +-16.3 
214,355,677 203,926,897 +5.) 
$ 958,581,155 $ 900660524 +464 
+4.3 $2,258,740,618 $2,149,460,947 -+5.1 


| side the state. 


Joins Henry Kaufman | 

Warren Dean Black, recently | 
with Wright Aeronautical Corpo- | 
|ration, has joined Henry J. Kauf- | 
j}man & Associates, Washington, | 
D. C., as production manager. He | 
| has served in the Army air force | 
and prior to that operated his own | 
agency, Potter & Black Advertis- | 
ing, in Los Angeles. | 


(S¥ NDICATE) 


New Sales Records 
with Records... 


May surprise you to 
know that this is the 
record department in a 
Variety Store. This 
store devotes about 900 
sq. ft. of space to its 
record department, and 
it pays off—handsome- 
ly. Variety is a factor 
in this market! 


Children’s Wear 
up to $4.98... 


Ever know that Variety 
does nearly 25% of its 
total sales volume in 
ready-to-wear lines? 
Well, it’s the truth— 
per published statistics. 


Are you receiving your monthly 
copy of the “5 & 10” Market 
e@ Bulletin? Sent free on request. 


te 


Largest Audited Circulation in the Variety Field 


Headquarters for Variety Store 
Marketing Data 


SYNDICATE STORE 


dee 


79 MADISON AVENUE, NEW YORK 16, N. Y. 
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YESSIR PODNER! WE'RE 
MIGHTY HAPPY TO SAY- 
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nagers in the 


for sales help of Phoenix newspapers, 


With the 


*J. Walter Thompson Co., Metropolitan Designation, 
Based Upon Fourth Ration Book Count. 


LIC und GAZETTE 


ee. BOB HALL, National Advertising Manager 


| % ae Represented by Williams, Lawrence & Cresmer Co. 
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Appoints Kerk, Albert 


Garfield & Guild, Advertising, 
San Francisco, has appointed Stan 
Kerk, formerly in charge of the 
planning production department 
of Marinship, Sausalito, Cal., as 
production manager. Kay Albert, 
former production manager, be- 
comes account executive on the 
agency’s:fashion accounts. 


Ads in Canadian Dailies 
Reach New Record 


More than 27,000,000 lines of 
advertising were carried by 56 
Canadian dailies during May, 1945, 
the heaviest volume in any month 
since 1938, according to records 
compiled by the Canadian Daily 
Newspapers Association. 

National advertising for the 
month was up 4.4% over May, 
1944, with local linage up 13.1%. 


Classified advertising lost a frac- 
tion of 1%, but total ad linage 
for the month was 5% higher than 
in May, *44. The ad volume in 
dailies averaged 4.3% higher dur- 
ing the first five months of 1945 
than for the “comparable 1944 
period. 


Joins ‘Nation's Business’ 

James F. Woodward, formerly 
with Plastics and previously with 
the Chicago Tribune for 10 years, 
has joined the Chicago office of 
Nation’s Business. 


Wilson Named Chairman 


T. Carroll Wilson, advertising 
manager, Hills Bros. Coffee, Inc., 
San Francisco, has been appointed 
chairman of the publicity and the 
package and container committees 
of the Pacific Coast Coffee Asso- 
ciation. 


Opinion Samples 
and Tests Given 
FIC Once-Over 


Prepared to Demand 
Proof of Claims 
Made in Ads 


Washington, July 11.— Recent 
FTC activities, including an ex- 
change of correspondence with the 
maker of Revlon cosmetics, indi- 
cate that advertisers who use 
“tests” and “samples of opinion” 


will be expected to provide the 


commission, upon demand, with 
evidence that impartial studies 
have been made. 

While no major litigation is 
pending, the commission has re- 
cently collected stipulations from 
two business organizations chal- 
lenged for these practices, and it 
has come to an agreement with a 
third. large merchandiser accused 
of misusing the results of a test. 

In its argument with Revlon 
Products Company and Abbott 
Kimball Company, New York, 
agency for Revlon, the FTC took 
exception to claims that Revlon 
nail polish and Revlon lipstick 
were “preferred” by a stated pro- 
portion of women, and that Rev- 
lon nail enamel was used “by 
more beauty salons than all other 
nail enamels combined.” 

To pin down the elements of a 
test, the commission exacted a 


promise that such claims will not 


TRADE-MARK 
RECOGNITION 


To millions of American homemakers, this RUMFORD 
trade-mark has come to mean constant high quality 
and value in a necessary ingredient for successful 
cooking: RUMFORD BAKING POWDER. For many 
years it has been our happy privilege to help create 
and sustain this recognition and acceptance by 
developing and producing advertising and display 
material for keeping the name RUMFORD alive at 
points of purchase and use. We can help YOU plan 
NOW for window and counter displays, window and 
wall posters, labels and wrappers, booklets and fold- 
ers, calendars and similar items, to meet the intensive 
postwar selling in prospect for American industries. 


RUMORS mee Lo gator Mote Ang Batung Homme —~ - 
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be made in the future unless “sub- 
stantiated by statistics compiled 
from actual interviews or surveys 
conducted in such a manner as to 
reflect impartial findings of fact.” 
Moreover, FTC said that in such 
surveys, one-time use of an enamel 
by an individual shall be con- 
sidered only “pretesting.” 

A second stipulation dealing 
with the mechanics of testing.in- 
volved the Lamport Company, 
New York, which was asked to 
drop claims that the useful life of 
sheets and pillow cases could be 
determined in advance by tests. 

Commission people explain that 
when tests are mentioned, FTC 
is able to use the Bureau of 
Standards to check the accuracy 
of claims. Unless the allegation 
measures up pretty well with the 
government finding, the advertiser 
is headed for trouble. 


Must Substantiate Claims 


While officials contend that they 
have no prejudice against the pri- 
vately conducted test, they warn 
that claims will always be subject 
to comparison with the findings of 
the well-equipped Bureau of 
Standards. In questioning “opin- 
ion samples,” officials say they 
consider such elements as the sig- 
nature of a reliable testing organ- 
ization, adequate sample, wording, 
and other factors connoting im- 
partiality. 

A third recent action involving 
“tests” centered around the use 
of the word by the Brunswick- 
Balke-Collender Company, Chi- 
cago, maker of billiard tables and 
bowling alley supplies. 

The stipulation disposing of this 
case provided that a test would 
not be used to imply superiority 
of a product unless “authoritative 
tests were made substantially co- 
incident with the time of the dis- 
semination of the advertising 
matter.” 

In addition to this timing factor, 
the stipulation provided that the 
test would not be used to create a 
belief, when it is not a fact, that 
the result involved a comparison 
of quality with a competitor’s 
product. 


GM Names Winners 


in Design Contest 


New York City and Cambridge, 
Mass., provided the majority of 
top winners in the $55,000 General 
Motors Corporation design compe- 
tition for dealer establishments, 
conducted by Architectural Forum 
(AA, May 14). Winners were 
spread from coast to coast, with 
Canada also represented. 

Results will be used to aid deal- 
ers in planning new places of 
business in the postwar period, 
and to stimulate architects, con- 
tractors and builders along lines 
of more serviceable and attractive 
dealer establishments. 


PRINT IT 
IN THE WEST 


Don't risk delays on shipping 
printed material to the West... i. 
send us the copy, mats or plates 
for newspaper circulars, advertis- 
ing material, western editions. , 
We print and ship fast. Black or 
colors on newsprint. Fast, mod- & 
ern equipment. Write or wire for { 7 
samples and prices. 


Rodgers & 
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i Rotary Printing Specialists | 
2 2621 W. 54th Street | 
* Los Angeles 43, Calif. «. 
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AMERICA’S STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN AND WOMAN 


SHE helps provide the paper 


APER parachutes, dropped from 
i. planes, carry vital supplies to men in 
advanced positions. This is only one of 


the 700,000 military needs for which 


paper is used. 


Women help provide this paper by sal- 
vaging every scrap of household paper, 
as well as newspapers and magazines. 
They delve into attics and cellars for ac- 
‘umulations of dormant paper such as 
old periodicals and discarded books. 


As purchasing agents for the home, 
women help, too, by conserving paper— 


by carrying home many items unwrapped, 
eliminating the need for precious paper 
bags and wrappings. 


They know that paper is America’s 
No. 1 War Material Shortage. 


McCall’s a Powerful 
Influence in 3,500,000 Homes 


Paper salvage is only one of the many 
forms of cooperation with the war effort 
to which McCall’s Magazine is condition- 
ing its readers. In war as in peace, women 
in 3,500,000 homes look to this magazine 
each month for inspiration and guidance. 


(Magazines use only 4% of all paper 
and much of that is salvaged for re-use. 
McCall Corporation, along with other 
publishers, has instituted practices which 
are saving thousands of tons of paper. Be- 
cause there are not enough McCall’s to 
go around, readers help, too, by sharing 
their copies with friends. ) 


M (Mls 


THREE MAGAZINES IN ONE. 
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30 
Reelect Ass’n Heads 


American Standards Associa- 
tion’s advisory committee on con- 
sumer goods has reelected Irwin 
D. Wolf of the National Retail Dry 
Goods Association as chairman, 
and Dr. Dorothy Houghton of the 
American Home Economics Asso- 
ciation, vice-president. Committee 
members will be Joseph A. Glad- 
stone, Mail Order Association of 
America; Margaret Scattergood, 
American Federation of Labor, 
and Dr. Faith M. Williams, Ameri- 
ean Association of University 
Women. 


Westinghouse Appoints 
Harry L. Huntley, with Wes- 
tinghouse since 1926, has been 
appointed headquarters repair 
sales manager of the 34 plants of 
the manufacturing and repair de- 
partment of Westinghouse Electric 
Corporation, Pittsburgh. 


Ice Industries 
Resume Co-op Ads 
on Extensive Scale 


(Picture on Page 67) 

Washington, July 12.—After 
nearly four years’ absence, the 
National Association of Ice Indus- 
tries has reentered the coopera- 
tive advertising field (as originally 
reported in AA, May 14), with a 
series of national magazine and 
trade publication ads, and news- 
paper and radio spots for its local 
members. 

While the total budget for the 
campaign is still uncertain, pres- 
ent estimates indicate an expendi- 
ture of $1,200,000 or more during 


ADVERTISING 


200 BAY STRE 
WINNIPEG, 


TORONTO MONTREAL, 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 


REGINA, 


MERCHANDISING 


CALGARY, EDMONTON, VANCOUVER 


the next two years by the national 
organization, in addition to an ac- 
tive local tie-in program by mem- 
bers throughout the country. 


Uses Product Copy 


The national effort in women’s 
and business magazines is of a 
strictly institutional nature, re- 
counting the story of ice and the 
war, but product copy stressing 
the advantages of ice refrigeration 
has been prepared for the grocery, 
restaurant and home economics 
trade press. 

Mats of the general magazine 
institutional copy have been pre- 
pared in three and one-column 
size for member companies, while 
six quarter-hour dramatized radio 
transcriptions containing prefer- 
ence arguments for ice and its 
— have been made avail- 
able. 


Harper Directs Program 


The new ice industry public re- 
lations and advertising program is 
under the direction of Robert E. 
Harper, formerly with the infor- 
mation division of ODT, and pre- 
vious to that, assistant to the 


president of Motion Picture Ad- 
vertising Service Company. The 
advertising is handled by Donahue 
& Coe, New York. 

Since Mr. Harper’s arrival in 
April, National Association of Ice 
Industries and National Ice Pub- 
lic Relations have intensified their 
services to the membership with 
a monthly bulletin “Spotlighting 
Ice” and to subscribers of the 
public relations services with an 
additional bulletin “Ideas on Ice.” 


Reaches Restaurant Trade 


The “Ideas on Ice” bulletin in- 
structs members on how to tie in 
with the industry’s nationwide 
promotion campaign, through use 
of newspaper mats, radio pro- 
grams and other publicity ma- 
terial. The association is cur- 
rently planning a miniature news- 
paper which members will be able 
to enclose in monthly bills. 

Restaurant trade ads are built 
on the theme that it is easy to fill 
tables now, but what about after 
the war? As a remedy, in the June 
American Restaurant and July 
Restaurant Management, the in- 
dustry proposes to keep high on 


“I located a company taking care of 
repairsformymake of vacuumcleaner.” 


“1! found a certain brand of shoes 
through the Classified.” 


“The Classified enabled me to locate 


an electrical motor repair concern.” 


The Classified 
proves helpful 
at home... 
in industry 


“Being new in town, the Classified has 
been of great use.” 


“The Classified helped me get in touch 


information to solve their buying problems. 


ical of the many thousands reported. 


In war, as in peace, the Classified makes life 
a little more convenient. 


with a doctor in a hurry” 


Sah in factories as well as at home regularly use 
the Classified section of Telephone Directories for 


The examples illustrated here were taken at random 
from a survey among telephone subscribers and are typ- 
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the list of preferred places when 
competition returns, “be lavish in 
the use of pure sparkling ice ir 
the display and service of food.’ 
Additional ads in this series ar 
scheduled for American Restau- 
rant in August, October and De- 
cember, and Restaurant Mandage- 
ment in September, November and 
January. 

Grocers are advised in the July 
Chain Store Age (grocery edition 
and National Grocer’s Bulletiy 
that they should plan now to 
eliminate spoilage in their vege- 
table departments after the war 
by using cracked ice, which wil] 
“make the department a customer 
magnet building real volume be- 
cause of its eye-appeal and the 
garden freshness, crispness and 
obvious superiority of the pro- 
duce.” 


Other Publications Included 


This same copy is scheduled for 
Progressive Grocer and Coopera- 
tive Merchandiser in August, with 
additional ads planned for these 
two publications in October and 
December and for Chain Store Age 
(grocery edition) and National 
Grocer’s Bulletin in September 
and November. 

Timed for the reopening of 
schools, the industry is planning 
four-page two-color supplements 
in September, November and Jan- 
uary What’s New in Home Eco- 
nomics, October Forecast for Home 
Economists, and September, No- 
vember, January and March Jour- 
nal of Home Economics. 


Nutrition Story Told 


In the home economics field, 
the ads will stress the value of 
ice in protecting nutritive content 
of vegetables through stages of 
their journey from farm to table, 
a story which is expected eventu- 
ally to become a key segment in 
the industry’s general advertising 
In the general-interest field, the 
industry tells the story of the use 


blood by cargo plane, using Good 
Housekeeping for July and No- 
vember. Similarly the story is to 
reach the family field in July and 
September Parents’ Magazine, the 
women’s field in August McCall’s, 
and the business field in July 2 
and Aug. 10 United States News. 


AFA Elects Six 


The Advertising Federation of 
America has elected the following 
companies to membership: Holde: 
Morrow Collier, Inc., Chicago 
Mojud Hosiery Company, Long 
Island City; Radio Service Corpo- 
ration of Utah, Salt Lake City 
Brooks Advertising Agency, Los 
Angeles; Parker-Allston Asso- 
ciates, Inc., New York, and _ the 
Times, Tacoma, Wash. 


—— 


ADVERTISING 
HOME OF 


EVEN AN 
MAN WANTS A 


Regardless of whether YOUR 
“dream home” is a cozy cottage 
or a magnificent mansion, you wi!! 
want a weg 4 of “How 
The Home You Want,” in your 
home idea file. 

Its 32 pages are packed full of 
valuable ideas in home design and 
new equipment that you will want 
to know about. 

Written by our own staff of ac- 
cepted authorities on all modern 
phases of home building—men and 
women whose lives have been ¢e- 
voted to the building business, '‘s 
eight easy-to-read chapters cover 
everything from financing to solar 
heating. 


Send for yuur copy today. 


PRACTICAL BUILDE® 
59 E. Van Buren Street, Chicag 5 


at 25e I can’t lose—Send me “How !° 
Plan The Home You Want.” 
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Future FM Will 
Surpass AM Now, 
FM Makers Think 


New York, July 10.—Despite the 
many technical engineering prob- 
lems created by the FCC decision 
to move frequency modulation to 
the 88-106 mc band, FM service 
“will be far superior to that pro- 
vided by standard or AM broad- 
casting now in existence,” the Pio- 
neer FM Radio Manufacturers 
group decided at a meeting here 
to discuss the new allocations. 

Prepared to go ahead at full 
capacity production as soon as 
government restrictions are lifted, 
members of the group consider it 
feasible to furnish broadcasters 
with equipment permitting simul- 
taneous transmission on both the 
present (42-50) and the new (88- 
106) FM bands. During the 
transition period, the public can 
be assured of receivers designed 
with two FM bands to provide 
continued reception. The manu- 
facturers are also working on a 
solution during the changeover 
with respect to the FM receivers 
now in the public’s possession. 


To Measure Intensities 


Chairman of the group is 
Arthur Freed, vice-president and 
general manager of Freed Radio 
Corporation, New York, while 
others in attendance included 
Maj. Edwin H. Armstrong, FM 
inventor, representatives from FM 
Broadcasters, Inc., and leading 
makers of FM transmitter and 
receiver equipment. 

To cooperate with the FCC en- 
gineering department in measur- 
ing the field intensity of various 
FM stations at its Laurel, Md., 
laboratory, CBS has added a four- 
hour period to the daily schedule 
of its FM station in New York, 
the only standard FM station here 
to be included in the FCC field 


| studies; Purpose of the research 


is to gather basic technical in- 
formation for allotting frequencies 
to approved FM station applicants. 


Winsor Adds New Duties 


William P. Winsor, vice-presi- 
dent of Reinhold Publishing Cor- 
poration and business manager of 
Metals & Alloys, has added the 
duties of associate publishing di- 
rector of the publication. He has 
been Cleveland district manager, 
advertising manager and business 
manager of the publication. 


Sporn Rejoins Jones 

Woodrow H. Sporn, recently re- 
leased from the U. S. Marine 
Corps after three years’ service, 
much of it as a combat corre- 
spondent, has returned to Duane 
Jones Company, New York. He 
will specialize in developing pre- 
mium techniques. 


PRINTING 


AITHORN service is 
pete sotinehuont 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
‘age in having your typography 
lone where you can get engrav- 
‘ngs and press proofs in any 
quantity. Phone Whitehall 2300. 


: 


Faithorn Corporation 
400 N. Rush St., Chicago 11, Illinois 


\ Complete Day and Night Service for 
Bacsnace and Advertising Agencies 
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Years ago overalls were just overalls ... work clothes were merely 
“something to work in”! And so, years ago, very little work clothes 
advertising appeared in DAILY NEWS RECORD. 
: Today, work clothes are smartly styled, comfortable, trim. They 
: are individualized in design to meet specific job requirements. They 
_ uphold definite standards of workmanship and quality. 
4 No longer bargain basement items, work clothes have emerged 
upstairs in their own departments . . . they are even sold by fine 
men’s stores. Their merchandising appeal has switched from a 
limited number of store buyers to the top store executives. 

And today, more than 20 leading work clothes manufacturers 
' advertise regularly in DAILY NEWS RECORD! Proving once 
again that for textile mill-to-retailer coverage... in the top executive 
brackets . . . the RECORD is a must! 


FAIRCHILD PUBLICATIONS 


FAIRCHILD BUILDING—NEW YORK 3,.N. Y. 


"DAILY NEWS RECORD + WOMEN'S WEAR DAILY + RETAILING HOME FURNISHINGS * MEN'S WEAR + FAIRCHILD INTERNACIONAL». FAIRCHILD TRADE DIRECTORIES 
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Thompson Heads GMA | ABC Ups Irwin, Cragston = 
Farm Relations Carol Irwin, formerly in charge| *— 
Dave Thompson, for 19 years|of daytime program development | - 
member on the editorial staff of | for the American Broadcasting | 
Prairie Farmer, Chicago, rhost re-|Company, and previously in| 


has | Charge of daytime radio for Young | 


tion equipment owned by the U.S 
government and counts only ma- 
chines owned by private manu- 
facturers, the report says. 
Burnham Finney, editor of th: 
publication, points out that thou 


ee How Business and Industry Are Preparing for a Peacetime World _ 
Sis pees ae as 3 e hk ae cee aS E sands of plants are attempting * 


cently as editorial director, 


been appointed head of the agri- 
cultural relations department of 
Grocery Manufacturers’ Informa- 
tion Council of the Grocery Manu- 
facturers of America. 


Relax in 


Coo! Comfort 


4 


HOTEL 


(Maufair 


& Rubicam, New York, has been 
/named eastern director of talent 
and program development for 
|ABC. Barney Cragston, ABC ac- 
count executive in the cooperative 
program department, has been ap- 
pointed sales manager of that de- 
partment. 


Van Dorn Resumes Ads 

Van Dorn Iron Works Company, 
Cleveland, builder of jails and 
fabricator of welded steel support- 
ing units for machines and en- 
gines, has resumed space advertis- 
ing through its newly-appointed 
agency, Hubbell Advertising 
Agency, Cleveland. 


Names George Wyer 


Test Air Shipments 
‘of Perishable Foods 


Using special wirebound crates | 
to save weight and space, tests 
are being conducted in shipping 
perishable foods from California 
to eastern markets via giant four- 
engine Consolidated Vultee 104s. 

The first test run on June 30 
consisted of two planeloads of 
fresh fruits and vegetables to 
Philadelphia, to participate in the 
opening July 1 of Philadelphia’s 
new Northeast Airport. Flown by 
United Air Lines and American 
Airlines, the shipment was com- 
prised of cantaloupes and melons 
from El Centro, Cal., and lettuce, | 
carrots, tomatoes and other pro-| 
duce from Salinas, Cal. 


which will continue 90 days. 
The Vultee 104 carries a pay 
load of 18,500 pounds, and will 


|}make three round trips weekly 


from California to Cleveland, 
Chicago, Detroit, New York, Bos- 
ton and Philadelphia carrying 
produce shipped by Ralph E. Myers 
Company, Salinas, Cal. At least 
72,000 pounds a week will be 
shipped with the aid of supple- 
mentary regular shipments car- 
ried in Douglas DC-3s. 


* bo 


A big market for new, modern 
metal-working equipment is in- 
dicated in the survey just made 
by American Machinist, which re- 
veals in its July issue that 38% 
of all such equipment installed in 


operate with obsolete machines, 
and says, “Facing these plants 
the opportunity to modernize the: 
|equipment and thereby tone u 
|their efficiency and_  strengthe 
| the competitive position. The 
| should avail themselves of th: 
|chance to buy whatever govern 
'ment surplus machines will fi 
their needs, at the same time dis- 
carding the old tools of 15 and 20 
years’ vintage that will be a dis- 
tinct liability in the  _postwa 
period.” 


% % # 


The kind of homes private build- 
ers are planning after the war is 
revealed in “Tomorrow’s Town, 
publication of the National Com- 
mittee on Housing, following a 


survey. 

From extensive questionnaires 
and ey discussions in 2 key 
; : cities, the committee concluded: 
machine tools and other produc- 1. There will be no radical 
change in architectural design and 
“modernistic” designs in general 
are out. 

2. There is a definite trend 
toward the development of com- 
plete residential neighborhoods, in- 
stead of small isolated groups of 
homes. 75% of the housing will 
be built on now undeveloped acre- 
age. 

3. The estimated price range 
and percentage of homes in the 
first two postwar years are: Low 
cost—$3,000 to $6,000—23%; me- 
dium cost—$5,000 to $10,000—67™, 
| and high cost—$8,500 up—10%. 

* cg of 


Canadian Fairbanks - Morse 
Company has appointed George R. 
Wyer manager of its Montreal 
branch. 


\) 


Saint Louis 
\ AIR - CONDITIONED 


Arrival conditions, handling, dis-| American industry is more than 
play and consumer acceptance of|10 years old. The percentage 
airborne perishables in volume! jumps to 54% if one excludes the 
will be observed during the tests 


| A contract which may involve 
| $300,000,000 of insurance is en- 
| visaged, following the announce- 
|ment made jointly by Commercial 
|Credit Company and Prudential 
| Life Insurance Company of Amer- 
‘ica that group life insurance has 
| been made available to the in- 
|stallment customers of Commer- 
| cial Credit. 
Under terms of the contract, 
|Commercial Credit will make 
available insurance on the lives 
of their instalment consumer cus- 
|tomers who purchase automobiles, 
|refrigerators, washing machines, 
| radios and other consumer goods, 
on the time sales plans, exclusive 
|of Federal Housing Administration 
transactions. If the purchaser dies, 
|the unpaid balance is automati- 
‘cally canceled and the property 
will belong to the purchaser’s 
| estate. 
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| There are more retail lumber 
and building materials dealers do- 
ing business in the 11 western 
states than before the war, a sur- 
vey completed by Western Build- 
ing reveals. The study showed an 
| increase of 3.138 dealers from the 
1940 total of 3,108. 


effective... 


Regardless of what other drug 
papers you do buy, the B.R.D.G. 
of five outstanding regional drug 
journals should be a MusT if you 
expect maximum results. The 


You can’t spray an advertising message once-over 
lightly and expect maximum results. Effective attention 


- demands local interest, local appeal, local acceptance. 


ts. << 


The B.R.D.G. is comprised of 5 important regional journals Hudson Names Kesler 


| 


which have concentrated their efforts to neighborly trends. intensive reader following of lt —— Sales ae a 

3 ; ; ournal led with their ee ee ne 
They speak plainly, confidently and knowingly in the language these jour ed tel ie | as Detroit zone manager and an- ; 
intimate home-town editorial /nounced the opening of a new * 


a 


| zone office and parts depot there 
|The office will provide Hudson 
| Motor Car Company with head- 
quarters for its expanded parts 
|distribution program ill 


of the regions they serve. How logical, then, follows the Sanur, it tieiet to tndliniiad 


penetrating editorial potency, the significant reader by so-called national media nor 


impression, the compelling force of product messages! duplicated by state or assn.papers 


and will 
|;serve dealers in the Detroit and 


For fast sales action in 5 great drug markets, be seen in the southeastern Michigan area. 


Basic Regional Drug Group. 
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ASIC REGIONAL DRUG GROU 


PACIFIC DRUG REVIEW 
NORTH WESTERN DRUGGIST 
THE APOTHECARY 
SOUTHERN PHARMACEUTICAL JOURNAL 
SOUTHEASTERN DRUG JOURNAL 


“MATERIALS & METHODS,” 
new editorial section, answers 
architect's increasing demand 
for what's new. 


Moral For You: Tell your 
product story in 


PENCIL POINTS 
PROGRESSIVE ARCHITECTUR' 


7. Send for new book “10 FACTS” F 
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Aibiatieaseaneiiaia 330 West 42nd St., N. Y. 18 : 
ST. PAUL 4, MINNESOTA em 
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‘ TN es er a : 
GROUP OFFICES: 2642 UNIVERSITY AVENUE 
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Sadly on shore, the resting buoys are stark 
robots, mechanical monsters, lacking the lift of 
life... but inthe foam flecked ocean inlet, they 
marked the mariner’s lanes, surged above the 
wave caps and channel swells...graceful as the 
flight of a gull...native to the seascape as the 
surf’s echo—the essence in its element. 

Too much advertising is out of water, land- 
locked, fettered from freedom...Gravure sets 
the ship on the sea—ofters a major medium which 


ott 
= aad 


matches the message, integrates the impression, 
joins product and prospect... gives glamour, 
prestige and pull, gains respect and results... 
and rates 90% readership, every Sunday. 
Metropolitan Group Gravure gives 94% of 
all the Sunday gravure picture section circulation 
in a single package—25 major newspaperts in 22 
cities, covers the better buying part of the national 
market with more than 12,500,000 circulation. 
For a happy launching—look to gravure and... 


| | * (>. om 
Metnopolitan Group, Cyrovinre 


Atlanta Journal ¢« Baltimore Sun ¢* Boston Globe * Boston Herald 


Buffalo Courier-Express * Chicago Tribume ¢ Cincinnati Enquirer 


Cleveland Plain Dealer * Des Moines Register « Detroit News * Detroit Free Press * Los Angeles Times * Milwakee Journal * Minneapolis Tribune 


New York News * Philadelphia Inquirer : Pittsburgh Press 


Providence Journal + Seattle Times * St. Louis Globe-Democrat 


St. Louis Post-Dispatch . St. Paul Pioneer Press . Springfield Union & Republican . Syracuse Post-Standard . Washington Star 


New York 17: 220 East 42d Street * Detroit 2: New Center Building 


Chicago 11: Tribune Tower ¢ San Francisco 4: 155 Montgomery Street 
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FIRST 
FIRST 


Walter Simmons (in helmet) distributes to news-hungry 
Americans released from Japanese internment camp the 
first copies of the Manila edition of the Chicago Overseas 
Tribune. 


In the San Miguel brewery, while under Jap shellfire, Don 
Starr (left), war correspondent in the Philippines, and his 
assistants block up plastic plates for the first Manila edition 
of the Chicago Overseas Tribune. Representing the first 
American newspaper published after the liberation, all 
copies of the first press run immediately became collectors’ 
iterns 


HE first American nonmilitary 
newspaper to be printed in post- 
war Germany rolled from presses 
in Bremerhaven on June 5. It was the 


Chicago Overseas Tribune, printed from 


plastic plates cast in Chicago and flown 


abroad. 


Just as this wartime by-product of 
Chicago Tribune enterprise was the first 
American newspaper to be published in 
the Philippines after the liberation, so it 
became the first to extend service to the 
United States armies of occupation in 
Germany. 

To Chicagoland Yanks in jungle and 
foxhole, the Chicago Overseas Tribune 


since 1943 has delivered a measure of the 


newspaper service and a touch of that old . 


home feeling for which men from the mid- 
west have found no satisfactory sub- 
stitute. 

Summarizing a week’s issues of the 
Chicago Tribune, the 12-page Overseas 
edition has boosted the morale of Amer- 


Germany... 
the Philippin 
FIRST Everywhere with Midwest Ff 


icans at every point of the globe wher 


Tribune ingenuity and resources havé 


been able to set up printing or deliver 
facilities and cut thru official redtape o 
foreign politics. 

To speed delivery to the major theaters 
its lightweight plastic plates have bee 
rushed from Chicago to plants in Ney 
York, Honolulu, Calcutta, Sydney, Mz: 
nila, Panama City, Bremerhaven and t 


warships at sea. 


It has been printed under enemy shel 
fire on makeshift presses in plants set u 
to keep pace with the fighters, movin 
with them as the fronts advanced. It ha 
been printed on any kind of availabl 
paper, including that captured from thi 
enemy. 

But regardless of where or how printed 
the Chicago Overseas Tribune is eager! 
snapped up at the fronts and passed from 
hand to hand because of its forthrigi! 
presentation of the news from home 1 


Chicago Tribune style. 


THE WORLD'S GREATEST NEWS! 


Chicago Uribte 


Rr 


ms . . wit q pa 
a : ¢ Beis ee > a See E , Sigh 7 we : Oa ae % 3 ; i ; } zs a g ; . : . 
a 
a) 
an ! 
‘ 
i | 
sy ee : ‘4 is, (2 
as : F ee ' Bet. * ’ - ye ee Rae 
ces A Ag, — F Pe i ca 
‘. “te Dm a 
= ¥4 , * . * Sd, ‘ ce. En 
SB Etre %) - Wea 
. Se FF | ar ee’ a , 
’ a vw } 7 te \ 
Pai hl Fae a vy 
Ke . em ~.* Gs _ . 
7 \ 4 . ; : 3 ; : 
. : - i 3 : ; <% or > : ~ i : 
- — gS Ee ge é 1 
| [aa 
. ee 
if? : > ‘ Bg ke a a ; i ; ee " . ‘ 
* % Pd a se m4 a ey 
. , ds 2 ' ill a 
Gi > f , a ¥ = E 
Pe ; a . 4 1 ..@ 
i] \ ° ' ~ + ais ; 
: ' ’ : f 
‘ J s \ : A ; 
ay. ¢ " Vv » \ i « 
Ss ‘ ae \ ‘\ ~ J , ‘ ~ 
: an — & 7 | {i 4 nm. he 
Ere On ee 4 —. | es 
ae eS: . ~_ 
; « 
q> 
, CHICAGO 
FOR Q8 YEARS ] 


‘ohters' 


OR U.S. FORCES 
EVERYWHERE 


Chica 


o Overseas Tribune 


THE WORLD'S GREATEST NEWSPAPER 


HE WEEK 
AT HOME 


VOLUME 2. 


SATURDAY, MAY 19, 1945—12 PAGES. 


NUMBER 26. 


SUSPEND LEND-LEASE TO RUSSIA 


PARLEY AGREES 
HOW TO APPLY 
MONROE TENET 


More Power Denied 
to Small Nations 


A compromise has been reached. 
State Secretary Stettinius an- 
nounced at the world security con- 
ference in San Francisco, on the 
balance of authority between the 
proposed world organization and 
such regional organizations as that 
maintained by the 21 republics of 
the western hemisphere. 

In committee sessions, the Big 
Five powers—the United States, 
Great Britain, Russia, China and 
France—have agreed, Mr. Stettinius 
said, that the world security coun- 
cil is to have authority over ali 
efforts-to abate the danger of war, 
but that the right of single nations 
ot of organized groups of nations 


Nation Cheers 
as Curfew and 


Race Ban End 


Promptly after abandoning the 
brown-out in deference to victory 
in Europe, the government rescind- 
ed its orders banning horse racing 
and establishing a midnight curfew 
on amusements. 

Accordingly, Chicago's saloonists 
have been corraiing all their old 
bartenders—those of the 400 laid off 
who hadn't got nailed to an essen- 
tial war job—and the night club 
owners have been shepherding wait. 
ers, musicians, and entertainers back 
to the floor on their old schedules 
Thus it was that a wag remarked, 
jong past midnight: “The city’s 
lit up again—and so’s a lot of folks,” 

Loop Bright Once More, 

Indeed, strollers in the loop found 
things looking like old times after 
three months of gloom imposed aft- 
er the December break-thru in Bel- 
gium to conserve fuel and man pow- 
er for war purposes. With a new 
zest they talked over the next day’s 
races at Sportsman's Park near Cic- 
ero—for since Jan. 3 gf ponies 
hadn't touched hoof tg . 


| A LESSON TO BAD BOYS 


"HE WOULDNT TaKE 
HIS MEDICINE IN 


OFFICIALS TRIM 
WAR OUTLAYS 
AT EVERY TURN 


Aim Is to Point All 
Efforts at Japs 


The United States government's 
urge for economy since V-E day has 
t 
(cut production schedules and pro- 
‘grams of expenditure, but most 
notably has caused suspension of 
lend-lease shipments to Russia. 

Technically, as Foreign Ecovomie 
Administrator Crowley puts it, our 
government is holding up all lend- 
lease shipments with the exception 
of those earmarked for countries at 
war with Japan, “or countries thru 
which redeployment of our troops 
now in Europe will be facilitated.” 

“Lend-lease,” Crowley said, “is 
purely an instrument ior wining 


the war. With the Europesn war 


j 
H 


to defend themselves against ag- 

gression ts not to be impaired by 

the covenant of the proposed united 

nations league. When they take de- 

i fensive action, however, they are!s otia where the Canad 

| to report it jo thewcossi was preparing to 

| y “¢r peo sw 

. » ther Canadian oc 
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ever and Russia at peace wiih Jaan, 
it is patent .hat the sovict union 
does not qualify for continuing stip 
ments of war and related matevials.” 
jAll lend-lease shipments and pro- 
{srams, he disclosed, were being re 
; viewed under this rule. 

A couple of days later howsver, 
the state department said that the 
test for future lend-lease to the | 
yoviet union would be “adequate 
information regarding the essential 
nature of soviet military supply re- 
quirements” and their importance 
compared with competing needs, 


cept for their daily 

{See page 9.J 
Everywhere V-E day 

—that is, everywhere 


MOTHER TRUMAN AT 
CAPITAL'S CAMERAS 


Truman, 92, mother 
arrived in Wash- 


Bs 


nd breaking a visit to 


here 


; dap Army Kept Occupied i 
less tha embers of the r¢ ' 
papers ne ad to our troops in swe added to til Pinecramen Officials commenting on the cessa- 
havé they are As you know, most of pd for taking pa D, fiddle.|tion of shipments to Russia pointed 


nt lines. 
= or come from Illinois and they 
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read their copies of THE TRIBUNE wi 
satisfaction. 
— Don Starr and — gor 
visited us, and we 
pad most agreeable and re ot 
Mr. Starr is doing a ree os 
getting your weekly edition tate fg 

Manila, as the obstacles are a 
surmountable. 

Again many tha 
will always be gra 
| you are giving them. 


es. They drew 
© to five years 


that, [Out that tho Russia was at peace 
with all the world, its great force 
in Siberia was keeping half a mil- 
lion Japanese troops on the alert 
along the Manchurian border, and | 
that this diversion of Nipponese 
ye| Power benefited the United States, | 
Acting State Secretary Grew, tho | 
he did not mention Russia in con- i 
nection with the Japanese war, ob- 
served: “It is proposed that lend. 
lease shipments to the soviet union 
be reviewed and continued where 
they are *justified.” 
Domestic economy moves, follow. 
ing the line of President Truman's 
recommendation for a 4 billion 
dollar cut in ship bullding funds, 
prompted the house appropriations 
committee to slash budget figures 
already pared by the President. 
Before the senate appropriations 
committee, Fleet Adm. King said 
© navy plained a cut of at least 
recent in its battlefleet after 
caves in. ‘Sefore post-war | 
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a former air corps 

ar, discharged becau 

injuries, asserted that returned ® 

erans without business experi 

do not expect to be placed in 4 

positions requiring ability beye 

their qualifications. 
To illustrate this, 
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. er the Dumbarton 
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permanent seats—the United 
. Britain, Russia, China, and 
. Various schemes have been 
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_—__—————_ LARRY RUE 


hicago Tribune war cor- 
companaeat in Germany, 
under whose supervision 
the Chicago Overseas 
Tribune became the first 
American nonmilitary 
newspaper to be published 
in Germany. 


June average net 
paid total circula- 
tion: Daily, Over 
1,000,000—Sunday 
Over 1.300,000 


} Te ui = a i, : | ; =f . ee, : 2 “ 5 
ee 
A Ci 
ee | y I 
Be | . 
: | a 3 
THEY HAD To HT“e 7 
OPERATE wee a 
me ON HIM! * Ge - 
> + _——_— f =a 
A ot ays, Pee 
: et na! si _ 
, eeN 3 “* ae 
eee ee? Ying POOR £7 __ 
eee Fae ee a * lng Se f. Xess i ie a 
_ ¢."3- : Fe a \. nee) yi. ¢ ee a 
ig 2 ANN OR ee 
, Sem A NOR 8G Sante | ae 
yf y Re NSS: re ee, i 
. ~ /2S3e> * i ty : a 
< ’ ; e's ——_ le 
( : Vix + | oe, 
Ss wdfn ; 
S ay Ph BS i i a 
WN, ONE * yl Me 
. ‘ oe i) ii) = 
“i Py. w / He i Bo 
BTA: ; 4 tai? y a 7 : 
cone SS jot i Mee 
"a h | rre . a 
Pemee..£ OUCILES | FIDDLESTICAS! SAYS 
— eee | a 4 
i A i len a ‘ 3 ‘ i 
— ee ; 
7) 
S SAY eC 
a NT CH gi 7 
ORNC a 2 ’ 
\ ‘“ - oh ‘i 4 a a 
a _ is ee id ee ; % 
ee wi iad ae o 
al : =e (i 5 ” 
= 
ne 
—— 
“% 
a 
‘ ; : se ay = ~~ fl 
“|= % %3 J 4 TF “ . 
iss — 8§ sh S| ee ; ;, ; 
* ; ee , Veo ' 
| : ee a ; : a 1 
: oe Pee, 4 5 ‘ = 
: oie oe! 2g ek d %; Pe - has 
‘ RK , : ; ; “ ce 
‘ 4 - ¥ = , 


Use Wisconsin Agriculturist and Farmer 


x Edited for Wisconsinites Exclascuely 


Welcome to Wisconsin ... land of milk 


and money! Wisconsin alone has a 
greater number of dairy herds than 35 
other states combined . . . ranks first 
among the 48 states in value of dairy 
products . . . second in value of all 
livestock —third in farm buildings. Yes, 


Wisconsin's @ market worth winning! 


ee Cover to Ce 


\t 


Read by 
9 out of every 10 
Wisconsin 
Farm Families 


‘TO WIN FRIENDS, make sales in Wisconsin 
—you have to appeal to the Wisconsin dairy 
farmer. He’s the man who has made Wiscon- 
sin the nation’s number one dairy state. He’s 
the kind of farmer who, because of his steady, 
substantial income from milk checks, has 
money to spend 12 months of the year. Reach 
him effectively, economically with the farm 
paper he prefers — Wisconsin Agriculturist 
and Farmer. Here’s the publication read: by 9 
out of every 10 farm families in the state be- 
cause it’s their farm paper, their newspaper, 
their business paper all rolled up into one. 
Does an intensive selling job—statewide. The 
only paper that delivers the richest of all dairy 


markets in a single, easy-to-sell piece. 


Lv e e e ore ° 
~ Edited and Published in Wisconsin for 
Wisconsin Farm Readers Since 1849 


Council Releases 
New ‘45 Campaign 


on Winterizing 


Washington, July 12.—With the} 
nation’s transportation system 
knotted up by the deployment of 
troops and war materials to the 
Pacific battle zones, government 
agencies and the War Advertising 
Council are releasing a new “pre- 
pare for winter” campaign to re- 
| mind the public this summer that 
four tons of coal will have to do 
the work of five when cold 
weather comes. 

High up on the war informa- 
tion urgency list, the 1945 “pre- 
pare for winter” drive involves 
heavy newspaper, radio and other 
media support throughout the 
summer and fall, with material 
keyed to the requirements of 
banks, coal dealers, hardware 
dealers, insulation dealers, con- 
tractors and others interested in 
insulating, weather stripping, 
caulking, storm doors and win- 
dows, and other devices. 

From the nationwide point of 
view, the drive will be sparked by 
national radio messages through- 
out the summer, as well as a large 
scale card and poster distribution. 
Locally, it will involve important 
newspaper efforts, radio spots, 
newsreels, and community activ- 
ity under direction of the state 
conservation directors of the Solid 
Fuels Administration for War. 


Proof Book Prepared 


Solid Fuels Administration has 
| ordered the printing of a proof 
| book containing 36 newspaper ads 
prepared by Foote, Cone & Beld- 
| ing, which place the weight of the 
| United States government behind 
| the sales messages of local firms. 

Copies of the proof book are to 
be distributed to daily newspapers 
and county seat weeklies. in areas 
|where government regulations 
| have fixed quotas for scarce solid 
|fuels at 80% of a normal year’s 
supply. This includes most states | 
east of the Mississippi, and a few | 
areas west of the river. | 

Headlined “All Fuel Is Scarce,” | 
the proof book has the subhead | 
“Here’s how you can get more| 
business and help the war effort, | 
too.” 


Supplies 80% of Normal | 


It points out that consumers of | 
coal, oil, coke and wood will be} 
limited to 80% of normal supply, | 
and that V-E Day has not meant 


improvement in the outlook. “The | 
| 


War Advertising Council has pre- 
pared these hard hitting ads for 
your use. Your sponsorship will 
get more business for yourself | 


with fewer headaches; win the | 
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HISTORY—This ad, one of the series cir 

of full-pages in insurance papers the tates 

National Fire Group, Hartford, is using dive 
through December, pictures St. Florian 
patron saint of firefighters. Others will 

show illustrations of antique fire ap- Ap} 

paratus and methods of fighting fire De 

as taken from the Bettmann Archive. appo 

The group, made up of five insurance man: 

companies, has appointed J. M. Hick- Mon 
erson, Inc., New York, to handle its 

dvertising. 

: : Ju 

good will of consumers through 
your patriotism,” it declares. 
The proof book contains 12 ads ¢ 


‘specially prepared for banks and § 


loan companies, describing the 
methods of obtaining FHA loans 
to finance winterizing a home. 
There are six ads each for coal 
dealers; contractors and supply 
houses; hardware dealers, heating 
contractors and plumbers, and in- 
sulation dealers and contractors 
Each class has three, two and one- 
column layouts, and each ad car- 
ries a statement that it is officiall) 
sponsored by the Solid Fuels Ad- 
ministration for War and the othe: 
government agencies interested in 
the appeal. \ 
A newsreel will be used by al! 
five major newsreel firms, and 
nine spot radio announcements 
have been prepared for sponsor- 
ship over local radio stations 
Altogether 280,000 posters are t 
be distributed to war plants, de- 
partment stores, banks, publi 


buildings and others. Domesti 
Engineering is mailing out 43,000 C 
hardware dealers 16,000; heating) 


control outlets 30,000: insulation : 
industry outlets 40,000, and coa | 
dealers 20,000. HE 


Agency Expands 
Michel-Cather, Inc., 2 Park Ave 
New York, has taken additiona “You 
space at its present address fo! 
its layout and copy departments 


Ou 


Eye-catching displays awaken the 
| buying impulse and convert it into 
buying action. Expertly planned, 
designed and fabricated point-of- 
purchase displays, including metal 
stands, cabinets, merchandisers and 
| disp s are designed to sell,.as 
are Display Guild's highly individual 
business exhibits. Call Display Guild 
when you are ready to plan your 
post-war display strategy. 


MERCHANDISING DISPLAYS 
with Beauty, Function, and Force 


Desisners 24 Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor - Business 
=-- 


\s unco 

may app 
plete har 

in neigh] 
druggist: 

4 Those 
hood life 
magazine 

ers exclu 
lems by 0 
Those 
explanati 
Known le 
cles. full 
EZ retail dru 
ee. ss, but. 
. Qe \o bus 
Blas ever I 


1 famous 
uy ts - 

4 N thus iss 
Pa! to the 
ISIS as ne 
Riso to the 
Fer) rise of 


<““SSs 


ey al 
gists 
ts in 
ns, wl 
blie Oo 


»» 


EF Lae ms : i a alli. (te £24 
2 r 36 ia, | fad Gs eo Za ai a 2 igs 1 q E Pr & : 
, f ee an ) 
J s 
: | 
| J ’ . OE 
: \ 
_— —" WAY 
A .* al eo a t a be a 
; | ? c Bs {= er — : oo a ¥ 2 . 
f 3 : . ; "a wy? ; 
: f . ae Uke Ai | a a Puts y 
j ) : "a 5 ; f en F ; vs a. x a 
a é = “ “A 5 Ef Ai % iY a ail ae say ‘ \ fee 
an. ” — aoe hig ‘ * - igs ce 4 E ( ? ile, K ly Bs : 
: / 3 F = —— e : se P| <a iy fe ' ag a : \ bk ‘. é 
als if WE ie 1s 
E h j _ 0.87 0 Se \* @ rp 
3 => ‘ \ Fe La ee my ae i ? : pe ae a oe “ ’ 
ee . ; ‘ ae <i. be 3 q ee. ft a bet q Ae % a Pane x oe ms “ ‘ 
eee Se, ee ee 5 “y =~ \ Bee coves aan a. ie ie \ 
¥. oe * *% 3 bes td uel # Teg. ¥. % ~ by 
= s = % ae i 2 rg ait Ay bf me] 5 ef 
, Ss d He Hi i + a : ea & . 
‘ es ES AS | ; } if eal 
» fa ee jf i: 
. » | _* hil), | ea" 
. f PE - \ re... 
e j i! |] 
a” = ‘ Bi 
ks \ . be ~ 4 q . 
a \ 3 co —_ 
4 
+e) Za 
3 - >, a Be 
Se 
f | ~ 
: ee | 
: | - the 
ae 
, 4a rr. a 
: eee nm ee ee 
= eS ” a EE 
“.\ ae ee 
eB, 
; —— ee | 
- ~y . ) . LG Aa LIL 
x - 
; > Dros ano vont | iS ee j 
WISCONSIN | — /’ 
and FARMER 2 | | ; | 
‘ i ae 7 ~ te j 
&. e® ~ _ ES ea an Re eo ; | a GUILD . | | + 
i Ses ee " Sk ee ye <a Se ve a gies as? - = giak 2 Sis 2 ee EON or nn ; a , 
{ . ee 3 RRS a hog aes as ee Oe Bit Be eee 5 | - i 
. aan se a a OE a eget “a _— 7K 
a” A pe 7 ke J Ey “age ’ ~~ BaF Sts 2 3 ap } —— l 
‘ = ; is 3 5 ‘ i is os SS . f 
ss WISCONSIN _ Q 
; eee te ae ee yr aoe’ ie ay 
; 2 a ; ge ~~ ; es : eo * e . e ; is ae ¥ — Mb : a = Reg ae A " ‘ ‘ey a = E 
q — AYVRISULIUR k T & FAR: AER — gs.09 5708 Ames, ar 
c we ’ RS : ate te 4 3 e hobs : > eo vga = ‘ Pi % wie ? & Vi 3 Dae 4 sad ee rT i j 
| } € | NB hte! ely a . : ielsuet (eo. 3 a as wae a at. a 3 ps s 
See Ho : fiscor | cl di 
oe - POPE pepe SOP ny ee ee 2: | ee ERI 
¥ : The pe tained 
72 MADI 


ony, ‘ ‘ 1 D, 1940 37 
+47 ; ing the summer and will be con-| beaches” and recommended by : 

Citizens Ad Committee Noxzema Uses centrated in cities near beach and | lifeguards at Atlantic City and) Snyder Joins Bernays 

Elects Stanley Moss ‘resort areas rather than through-| Miami Beach. David U. Snyder, for seven 


Meeting for the first time since 
absorption of the membership of 
the Advertising Committee on 
Public Affairs, the advertising di- 
vision of the Independent Citizens 
Committee of the Arts, Sciences 
and Professions, New York, elected 
Stanley Moss, partner of Moss & 
Arnold Advertising Company, 
president of the new executive 
board. 

Ted Patrick, Compton Adver- 
tising, Inc., and William H. Wein- 


traub, president, William H. Wein- | 


Less Space as 
Supply Shrinks 


Baltimore, July 11.— Noxzema 
Chemical Company will use only 
52 newspapers in its current sum- 
mer campaign instead of three 
times that number used in the 
past, because Army and Navy pur- 
chases of the cream leave little 
for civilian consumption. 

Advertisements will appear dur- 


}out the country as 
| campaigns. 


in previous | 
Insertions will appear | 
once a week on Mondays to catch} 


the attention of weekend sun- Joins Burton Browne 


burn victims. Bath nae ‘apa 
The copy will tie in with com-| y.qh" Charles R.. Miner. 


mercials on the “Mayor of the| 
Town” broadcast heard over CBS} 
at 8 p. m., EWT, on Saturday 
evenings. | Advertising, Chicago. He was for- 

Copy promotes the fact that! merly a member of the art depart- 
Noxzema is “A standard first-aid| ment of General Outdoor Adver- 


is the agency. 


intelligence de- 


stationed in India, has joined the 


treatment at scores of American| tising, Inc., Chicago. 


| organization, 
for two} counsel. 


partment of the Army air forces | Names Viestace Agency 


art department of Burton Browne | 


Ruthrauff & Ryan, New York,| years with the policyholders serv- 
|ice bureau of Metropolitan Life 
Insurance Company, 


New York, 
has joined the Edward L, Bernays 
public relations 


Self-Locking Carton Company, 
Chicago, manufacturer of egg car- 
tons, has appointed Western Ad- 
vertising Agency, effective Aug. 1. 


| Lee Hammett is account executive. 


; traub & Co., were elected co-chair- 
; men, and Rose Tolizen, Roy S. 
Durstine, Inc., was elected secre-_| 
tary. 

— Trimz Appoints MacLaren . Di 

p The Trimz Company of Canada ee: . ll 
= Ltd., Toronto, has appointed Mac- hy 
ot Laren Advertising Company to t 
ian direct its account. | | TH E R FE 1S N O 

| Appoints Porteous | hf. THE 
fire Dominion Rubber Company has ee S U b STITUTE FOR 
hive. appointed J. ha ve — | WIDE 

e manager of the export division a 
re Montrea : MARKET- . OREGOMIAM 
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ge PAUL G. HOFFMAN 
nents} ERIC JOHNSTON SPace 
~ ol WILLIAM L. SHIRER Sr ER 
nog MAURY MAVERICK 
3, de-| VINCENT SHEEAN . 
aoe ROBERT ST. JOHN 
3,000 CARLOS P. ROMULO 
eatings W. E. WOODWARD 
on HENRY JOHNSTON 

HERBERT L. MATTHEWS 
writing on ‘ y ; , . 

Ave. i, . | Here in this rapidly-growing, resource-rich area (Oregon and 
itiona i . | ‘ e “1° 
von}, Your Neighborhood seven Southwestern Washington counties) are 11, million people. 
ments 
saath and 


These alert Westerners, their pockets bulging with a high average 


World Peace” 


income of $1490, are wide open to your sales message. 


\s uncommon and ambitious as it 
may appear, this July issue is in com- 
plete harmony with our editorial faith 
in neighborhood people and the retail 
druggists who serve them. 

Those who do not know neighbor- 
hood life in America will wonder why a 
magazine for druggists offers its read- 
ers exclusive articles on world prob- 
lems by nationally known authorities. 


Circulation leadership takes The Oregonian to more of these 
people daily and Sunday than any other medium. 
That comes of market-wide influence —influence built upon 
95 years of progressive newspaper leadership. 
There is no substitute for that combination. 


Thess aid ese dancin eal oo You can reap the whole customer crop—not just a 


explanation. They, like the nationally 
known leaders who wrote these arti- 
cles, fully realize the importance of 
s retail druggists not only as pharma- 


swath in the center of the field—by advertising 


in The Oregonian. 


’, ( ——— 
By cists, but as community leaders. : (ARKET 
Ze Uf \o business magazine of any kind HE OREGON M. 

[~  /{ MPs ever presented such an assembly —— 


0! !amous writers. Their participation 
(is issue is an impressive testimo- 
‘| to the importance of retail drug- 
kists as neighborhood statesmen, and 
© to the editorial character and en- 
rise of this magazine. 


“If you aren't in The Ore gonian, 


you aren't in the Ore gon market.” 


They and our editors realize the 
of America are moving 
ts in countless over-the-counter 
is, where is generated the power 
blic opinion. 


ye 


gists 


Publisher 


‘ERICAN DRUGGIST 


Pharmaceutical Business Magazine 
72 MADISON AVE., NEW YORK 22, N.Y. 


The Oregonian 


: PORTLAND, OREGON 
REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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Ammunition Club 
Cites Wartime Record 


To the Editor: Your story in 
the June 25 issue headlined “New 
Orleans Ad Pool to Continue Ef- 
forts” contains certain inaccuracies 
that are embarrassing to many 
of us here, and we thought you 
would like to know about them. 

Our budget reduction for the 
coming year is not 10%—but 25%. 
This has been made possible in 
part by a natural diminution in 
the space demands of several re- 
cruiting programs we have been 
serving, and in part is the result 
of careful management which en- 
abled us to carry over a surplus 
from last year’s operation. 

As to the origination of the 
New Orleans space pooling plan, it 
is not the creation of any one 
individual. The plan was devel- 
oped by the Ammunition Club, 


tivities Promotion Committee. 
The Ammunition Club was or- 
ganized in January, 1942—a small 


artists who volunteered their col- 
lective services to local war-ac- 
tivity agencies. It was not until 
March, 1943, that the New Orleans 
Advertising Club formed its War 
Activities Promotion Committee 
together with the Retail Mer- 
chants’ Bureau of the Association 
of Commerce, with E. Davis Mc- 
Cutchon as chairman. Two months 
later, the WAPC adopted the 
space-pool plan developed and 
proposed by the Ammunition Club 
and “adopted” the Ammunition 
Club as its production committee. 

We make no claim that the New 
Orleans plan was the first of its 
kind in the country. We do believe 
it to be one of the best in point 
of smooth operation and results. 

The members of the Ammuni- 


ment is a reader’s forum. Letters are welcome. 


which is older thari the War Ac-| 


group of advertising writers and| 


tion Club have been hard-working 
and anonymous volunteers in this 
field since a month after Pearl 
Harbor, and no individual among 
them seeks the spotlight now. But 
the New Orleans space pooling 
plan is their baby, and they dis- 
like to see its parentage confused 
in the public prints. 
TILDEN LANDRY, 
Chairman WAPC Production 
Committee, New Orleans. 
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Air Forces Men Get 
Advertising Lessons 


To the Editor: It has been my 
belief for quite some time that a 
publication representing the ad- 
vertising profession would be in- 
terested to learn of certain phases 
of this subject in relation to the 
men and women now serving in 
the armed forces. 

Our government has seen fit to 


“Oops! Sorry. Miss Love=—but that 
might have been a call from F&P! 


@ We hate to interrupt anyone when he’s busy—and we 


certainly try to avoid it. 


But spot broadcasting is a fast 


business, and opportunities that are here today are 


almost always gone to 


morrow! So, if you’re not al- 


ready especially familiar with radio, please remember 


this: 


When one of our old 


Colonels calls you or calls on 


you pretty breathlessly, don’t think he’s trying to give 


you the rush act. 
do try is to give you a 


break. 


That’s not in our book. What we 


shot at good things, when they 


In almost every case of that sort, these days, 


every minute counts. So thanks for your help in getting 


the word to you as fast 


co 
‘ 


Py 


as possible! 


\, FREE & PETERS. we. |" 
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Since May, 1932 
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establish an Information and 
Education Branch in the Army. 
One function of this section is to 
assist soldiers in carrying on their 
education as much as_ possible 
through the Armed Forces Insti- 
tute . . . a huge correspondence 
school. 

The finest correspondence 
courses available in the United 
States comprise the offerings. In 
addition some 85 of America’s 
leading colleges and universities 
are cooperating by enabling sol- 
diers to enroll in correspondence 
courses at half the specified cost. 
Enrollment in Armed Forces In- 
stitute courses is not mandatory. 
However, attendance to weekly 
educational sessions of one hour 
duration is compulsory. These lat- 
ter are devoted to lectures, mo- 
tion pictures and roundtable dis- 
cussions. Many civilian sub- 
jects are discussed, 

The foregoing lengthy preamble 
is necessary in order to acquaint 
you with a situation where the 
subject of advertising can enter 
in with welcome. Both the Armed 
Forces Institute and the weekly 
educational meetings have and 
continue to introduce and use it. 
The AFI offers a course in “Ad- 
vertising,’ “Merchandising” and 
“Cooperative Marketing.” Besides 
these, any number of subjects 
dealing with advertising, market- 
ing and selling are included in the 
curricula of universities and col- 
leges cooperating. These branches 
of study are very popular with the 
enlisted man. 

At a recent weekly meeting, I 
had the privilege of addressing 
the men. Advertising for the small 
business man was my subject. My 
experience in civilian life has been 
in newspaper research and pro- 
motion. For 6% years prior to 
entrance into the armed forces, 
I was assistant to Ralph E. Dyar, 
director of promotion and re- 
search for the Spokesman-Review 
and Daily Chronicle in Spokane, 
Wash. 

For your information I am en- 
closing a copy of the address in 
abbreviated form. Also accom- 
panying are a couple of pictures 
taken during the course of the 
lecture. The photos show charts 
I drew to illustrate certain points. 
I prepared seven such illustra- 
tions. 

It is hardly possible that you 
will desire to publish the text... 
it will, however, give you an idea 
of what we men of the advertis- 
ing profession are doing in the 
Army when asked to help in orien- 
tation and education fields. 

Advertising is not a forgotten 
profession by the boys in the 
fighting forces. Proof of its popu- 
larity is shown by the fact that 
I received requests to present the 
lecture several other times... 
most of which I was glad to fill 
when permitted to do so. 

CpL. RoBERT J. Moore, 
Information and Education, 
Headquarters, XV Air Force 
Service Command, c/o Post- 
master, New York. 
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Gourmet Frederick 


Sees Tragedy in Bread 


To the Editor: I think I ought 
to join in the commotion about 
bread in your columns. I’m strad- 
dled on two relevant points of 
view: I’m a long-standing adver- 
tising and marketing research 
man, for one thing; and I’m presi- 
dent of the Gourmet Society, for 
another thing. 

Now look: The bread tragedy 
is only one of many food tragedies 
which mass food selling discloses. 
As the factory takes over the 
home kitchen, you can expect 
nothing less than food tragedy, 
and it’s not always the fault of the 
mass producer. He must set his 
standard somewhere near. the 
common denominator of mass 
taste, or he won’t get mass sales; 
and the mass food taste, in these 
United States, brother, is gosh- 
awful low (as it is in any other 
large country). This is quite in 


|line with America’s literary taste, 
|}as proved by Miss Hackett’s cur- 


lrent study, “Fifty Years of Best) 


|Sellers,” which Lewis Gannett 
|says proves that “the American 
public, year after year, casts its 
|ballots for sheer shoddy.” 

Sure, your mother and mine 
made wonderful home-made bread. 
far superior to the balloon loaf 
jof the mass bakery—but the 


AD TEACHER—Cpl. Robert J. Moore, 

former Spokane newspaper man, ad- 

dresses an air forces group on the 

subject of advertising for the small 
business man. 


great mass of mothers did not. 
And perversion of taste set in with 
the pandering of low grade com- 
mercial bakeries, so that the big 
mass bakers cannot, even when 
they wish, and try, get up to large 
volume for special breads which 
are really good. (Maybe even 
your wife or daughter is fooled by 
the desire for whiteness, fluffiness, 
etc., and adds to the confusion!) 
In New York most good stores 
carry a dozen or even twenty 
kinds of breads, many superb, be- 
cause there are plenty of bread 
connoisseurs in this big city. But 
the big sales records still go to the 
balloon stuff, out of sheer stupid 
choice (and the admittedly supe- 
rior keeping quality of balloon 
bread compared with really good 
bread). 

Do we realize the extent of the 
bread-baking revolution? Back in 
the ’70s and ’80s the proportion of 
bread baked at home was 85%. By 
1929 it was 33% (as my wife’s 
book “Selling Mrs. Consumer” de- 
scribes). Today the situation is 
fairly exactly reversed. Nearly 
85% of bread is factory baked; 
back in 1929 it was 67%; and the 
per capita bread consumption is 
less than one-third of a loaf to- 
day, as compared with three loaves 
per family, or about two-thirds 


bread gets worse—and we eat less 
and less of it—what more horridly 
logical? 

The answer? The small special- 
ized bakery, with standards, boldly 
and confidently promoted. Also 
intelligent persistent efforts by 
big factory bakeries to improve 
mass public taste, even if it costs 
them money. That’s where good 
creative advertising comes in (and 
public service policies). 

The gourmet is ready to help— 
he has groaned for years over the 
bread situation (as he has also 
over similar situations in other 
food fields, for the same reasons). 

J. GEORGE FREDERICK, 

New York. 
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Rights Fiddle Technique 


To the Editor: After looking 
over your copy of AA, June 25, 
1945, we noticed on Page 6 an ad 
regarding WOWO in Fort Wayne. 
This text states that Penny West 
“doubles in singing and bull fiddle 
strumming.” You might inform 
their agency that one _ plucks, 
slaps, or bows a base fiddle, but 
never does one strum a_ base 
fiddle. 

H. V. HENRY, 

Assistant to the Sales Man- 


ager, Duplex Printing Press 
Company, Battle Creek 
Mich. 

7, VT 


Founder Asks Club Data 


To the Editor: May I cut in 
on the discussion on the “Speak 
Easy Club’’? 


I wonder if the Chicago “Speak 
|Easy Club” is the same that ! 
|helped start and belonged to abou! 
|15 years ago? A number of ws 
|—probably not more than eigh'— 
engaged in various occupation 
but drawn together by a need 
improved self-expression. We use 
to meet once a week in our ‘& 
spective homes in Maywood, V''!4 
Park and Park Ridge. 

To my knowledge, one of ‘€¢ 
original members, Albert O. Hayes 
died last year in Springfield, 
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and the only other one with whom 
I am in occasional touch is George 
E. Henry, who, like myself, is now 
located in New York. He is on 
the editorial staff of Purchasing. 
Perhaps George can throw further 
light on this matter. 
HARRY MILLER, 
Executive Secretary, Gaines 
Dog Research Center, New 
York. 
a 


Capital Adclub Sets 
Pace for ‘Save Tin’ Drive 


To the Editor: Somehow the 
impression seems to have gotten 
around that there is no longer 
any need to save tin cans. And 
many housewives throughout 
America lost their patriotic en- 
thusiasm for preparing cans for 
salvage when they found the col- 
lection service was not function- 
ing efficiently. 

The WPB, through the local 
salvage committees, has launched 
a full-scale program to stress the 
vital need for preparing cans for 
de-tinning. 

Washington, D. C., has been set- 
ting the pace in the “Step On It 
—Save Tin Cans” drive under the 
sponsorship of the capital’s ad- 
vertising club. 

Officials of the D. C. Salvage 
Committee say that . Washington 
is undoubtedly the only large city 
in the country where prepared tin 
cans are collected from the homes 
regularly by the city along with 
the city garbage. 

On Tuesday, June 26, the Ad- 
vertising Club luncheon at the 
Statler Hotel was devoted to the 
tin-salvage program. Purpose was 
to line up support among adver- 
tisers, agencies, newspapers and 
radio. 

The response has been excellent. 
Radio stations have given many 
announcements, newspapers have 
published special stories and pic- 
tures, and the four metropolitan 
dailies are jointly going to dis- 
tribute “Save Tin” hangers on 
doors of private homes and apart- 
ments throughout the city. Stores 
have prepared special window dis- 
plays and advertisements. 

Already the results of this con- 
certed effort have been felt. In 
the neighboring community of 
Alexandria, Va., alone the number 
of properly prepared tin cans col- 
lected during a recent two weeks 
period was double what it hae 
been. 

Chairman of the Advertisins 
Club’s Tin Salvage Committee i: 
Louis Butler, advertising manager 
of the Safeway Stores. 

GEorRGE R. TirTus, 

Advertising Club of Washing- 

wn, ED. C. 
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Fairchild’s Vocal Efforts 
Support Its Industries 


To the Editor: I know that it 
is always dangerous to make some 
broad observation as you did in 
your editorial, “The Voice of In- 
dustry,” and then illustrate it by 
a few examples because sooner 
or later someone pops up and says, 
“me too.” 

Perhaps I am in this “me too” 
class but I don’t want this to come 
to you as a complaint. But it does 
happen that the Fairchild Pub- 
lications have been assuming the 
voice of their industries for the 
past two years or more in a fairly 
consistent way. We conducted a 
campaign extending over six 
months through Editor & Pub- 
lisher, for example, which served 
to impress upon newspaper. pub- 
lishers the important progress 
which has been made in American 
styling of women’s fashion mer- 
chandise. This was timed just 
before and after the liberation of 
Paris. 

During the first week of the 
Security Conference in San Fran- 
Cisco we took 1,000-line ads in five 
hewspapers in California, two of 
which were distributed nationally, 
to remind the delegates. that 
“There can be no world security 
without food, shelter and cloth- 


In a similar way we conduct 
fairly consistent press release 
peogram in which we interpret for 
msumer newspapers and radio 
mmentators some of the more 


intricate orders issued for our in- 
Custries and point out how they) 
will affect consumers, 

I mention these things only as | 


a matter of record and in the hope 
that we can occasionally pull out 
of the “me too” class. 

HENRY ZWIRNER, 


Circulation Manager, Fair- 
child Publications, New York. 
> F 


A Reader Sizzles 


To the Editor: The guy who 
penned that abomination for 
Field & Stream on Page 3 of the 
June 25 issue is obviously either 
(1) tone deaf or (2) stupid. 
Maybe both. The inference that 


name “wasn’t in yesterday’s pa- 
per” is as sound as the preceding 
statement that “advertising made 
his name famous.” 

Advertising, whatever its other 
claims to glory, had no more to 
do with Gershwin’s fame than that 
copywriter has to do with Logic. 
As for Gershwin’s being forgotten, 
happily for humanity he will be 
remembered generations after 
such ineptitudes as that copywriter 


Gershwin lives in the hearts and 
on the lips of the people. Indeed, 
though dead nearly a_ decade, 
Gershwin is more alive today than, 
I daresay, that copywriter ever 
was or will be. 

That ad is an insult not only to 
a great man but to the intelligence 
of your readers as well. 

J. NoRMAN McKENZIE, 
Doremus & Co., Boston. 
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servicemen was very interesting. 
It has been a great pleasure to 
me to receive this issue of ADVER- 
TISING AGE, sent to me through the 
courtesy of Ben Ludy, manager 
of Radio Station WIBW, Topeka, 
Kan. 

I know that many servicemen 
enjoy this service which Apvsr- 
TISING AGE is rendering as a con- 
tribution to the war effort. 


Gershwin is forgotten because his 


has been guilty of are mercifully 
out of print. 
Somebody ought to tell that al- 


To the Editor: 
leged adman the facts of life. 


Pony’s a Pleasure 


The 11th issue 
of your monthly pony edition for 


Cou. Joe NICKELL, 
Chief of Transportation, Alas- 
kan Department, Seattl e, 
Wash. 
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A LETTER FROM THE PUBLISHER 


ulrenila 


If this were a normal 
year most of you would 
be planning your vacation 
trips just about now— 
so perhaps this week (by 
way of consolation) you 
might like to know some 
of the things we have learned about 
your future travel plans. 


Right now, of course, the only read- 
ers who are doing much foreign travel- 
ing are the millions of servicemen who 
read the 698,300 copies we print each 
week for our armed forces overseas. 
But come the peace, a tremendous lot 
of you now in civilian life are planning 
to go abroad and see the world for 
yourselves. 


Fact is, you expect to travel twice 
as much as ever before—and that’s a 
great deal, for the records show that 
Tim_E families have always traveled far, 
wide—and handsome. 


ston Rich, Robert 


The year before Pearl Harbor, for 
example, nine out of ten of you went 
off on trips averaging 19.7 days, trav- 
eled an average of 2,156 miles. So 
many of you went by plane that a 


hap- 
Donovan, Walker 


William W. a 
ilipp 
Peter 


Ted 


Robinson Jr., Murray J. Rossant, Paul Scalera, John -_ 
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Time far and away their first choice 
magazine, and so many of you also 
traveled by ship that similar polls 
show TIME way out in front as the 
favorite magazine of cruise passengers. 
(Another 142,800 of you traveled by 
Pullman—and the next Thursday you 


Terry Colman, 


Lily Lesin, 
Powers, Marylois 


Weadock, Mur- 
wierschke. 


Jeff Wylie 


James (Los 


(Paris), 


Peis 


happen to’be on a Pullman yourself 
you might look around and see how 
many more of your fellow travelers 
are reading Time than any other maga- 
zine. ) 


ibichevich, Wil- 


del 
Anatole Visson, 


Every country on the map (no mat- 
ter how remote) has been visited by at 
least one Time subscriber. Before the 
war 99,000 of you had been to the 
islands of the Pacific; sometime after 
V-J Day 397,000 of you plan to go 
there. Eighty-six thousand of you have 
already flown or sailed to South Amer- 


ana- 
Illinois. 
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ica; some day after the war 354,000 of 
you hope to take off for the Spanish 
Main! More than 250,000 of you have 
been to Europe, some of you many 
times; now, sooner or later, some 482,- 
ooo of you expect to cross the Atlantic 
—and that is actually 84,000 more 
Americans than embarked for all for- 
eign ports in 1938. 


More specifically, 169,000 of you 
plan to go to Scandinavia—166,o00 
to Russia—237,000 to the Mediter- 


ranean, And 
when we sat 
down to figure 
out the total 


mileage of your 
travel hopes we 
ended up with 
all these zeros 
—0,000,000, 
o o o—preceded by a six. (That equals 
133,490 round trips to the moon. ) 


Much as you want to cross the 
oceans, you plan to see the Americas 
first—not only the 48 states but Mex- 
ico, the Canadian Rockies, Alaska, 
Cuba, Quebec and Hawaii. Those are 
the most popular spots for the imme- 
diate postwar years—in that order. 


Perhaps this urge to see the world 
is one big reason 
why you turned 
to Time in the “@' 
first place—for 
with such world- 
wide interests, 
no wonder you ke 
wanted to know 
even more about 
world events than you could learn 
from the 2.2 newspapers you read each 
average day. 


And we like to think that Time it- 
self has nourished your curiosity about 
the countries beyond the horizon—by 
telling you interesting things about the 
far peoples and places you haven't 
gotten around to visiting yet. 

Cordially, 


Pm 


P.S. These travel facts and figures 
come from your replies to a survey 
our Research Department conducted 
among a large cross-section of TIME 
subscribers (if your name begins with 
a “C” you probably received one of 
the questionnaires ). 
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Kresge Buys Kennedy 

S. S. Kresge Company, Detroit, 
operator of chain stores through- 
out the country, has entered co- 
operative radio for the first time, 
buying John B. Kennedy, Ameri- 
can Broadcasting Company news 
analyst, for presentation on WXYZ, 
Detroit, Monday through Friday, 
2-2:15 p.m., EWT. Agency is 
Maxon, Inc., Detroit. Mr. Ken- 
nedy’s sponsor list now includes 
64 companies from coast to coast. 


MEMBER A.B.C. 


COWAN PUBLISHING CORP. 
342 MADISON AVENUE, NEW YORK 17,0. 


That ‘Mysterious’ Foreign 
Pulp Begins to Arrive 

Washington, July 12.—Now that 
the Department of Commerce has 
decided to put out weekly reports 
on the import of wood pulp from 
overseas, let us hope that WPB 
will abandon the little game of 
“blind man’s bluff” it has been 
playing with the Swedish pulp 
situation, 

So far as WPB is concerned we 
know only that “some wood pulp 
may be available for import to 
the United States during the next 
12 months if shipping is avail- 
able.” But commerce tells us that 
the first shipload arrived in New 
York June 29—a week before the 
WPB statement—and that it is 
now deemed desirable to provide 
weekly reports to the industry of 


By STANLEY E. COHEN, Washington Editor. 


arrivals by grade and port. Be- 
tween 50,000 and 100,000 short 
tons of foreign wood pulp may 
reach the United States this 
month, commerce says. 

How much is to come during 
the three or four months that 
commerce intends to maintain the 
weekly service is still not officially 
revealed, but the estimate provided 
to this writer by a key official 
more than justifies the steps that 
commerce is taking, for the quan- 
tity is sufficient to change the 
book paper situation significantly. 

WPB’s forest products division 
has been purposely vague on 
Swedish pulp for fear that it 
would cause the public to stop col- 
lecting waste paper, essential for 
containers and military equipment. 
Whatever the propaganda value of 


tainly did not reduce the number 
of reports circulated about third 
quarter paper quotas. It might 
interest WPB to note, too, that 
when reporters were driven to the 
“black market” for their news 
about pulp, they made out well, 
as witness the accurate forecasts 
in AA June 18 and June 25. 
BS * 


Source: Dramatic stories about 
the role of various firms in the 
production and development of 
hitherto secret weapons may be- 
come more readily usable as the 
result of a new OWI “subsidiary,” 
the Joint Board on Scientific In- 
formation Policy, set up to clear 
stories of radar, rockets, jet pro- 
pulsion and other wartime scien- 
tific miracles developed by War, 
and Navy departments, Office of 
Scientific Research and Develop- 
ment and National Advisory Com- 
mittee on Aeronautics. Advertisers 
may want to use materials from 
the long reports (10,000 words 
and up) which the Joint Board 
will issue on these weapons, or 
they may want to contact John 
Tate Milliken, executive secretary 
of the board at Social Security 
building, Washington 25, D. C., for 
information on how these reports 


such an information policy, it cer- 


you sell 
engineering 
materials 


equipment 
and machinery for 
processing them.. | . 


For Metals and Alloys is the engineering magazine of the metal 
working industries. It covers—and couples—the twin problems 
of engineering MATERIALS and processing METHODS as does no 
other industrial publication. 


Metals and Alloys’ subscribers num- 
ber over 15,000. 


They bear many titles: Engineer 
Superintendent, Metallurgist, Gen- 
eral Manager or even Vice President. 


But whatever their titles, they func- 
tion as engineers with the mutual prob- 


lems 


of engineering MATERIALS and 


processing METHODS. 


They represent all the metal work- 
ing industries: Aviation, Automotive, 


pliances, Ordnance, Railway Equip- 


ment and many others. 


They work with all sorts of metallic 
and non-metallic materials—and with 
every type of processing equipment 


and machinery. 


And Metals and Alloys speaks their 
language and helps them decide their 


needs. 


That’s a big reason why more and 
more suppliers to the metal working in- 
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IN CANADIAN DAILIES —This new 
copy for Gaines dog meal, product of 
the General Food Ltd. division, is 


appearing in Canadian newspapers 
through Baker Advertising Agency, 
Toronto, 


may be used as authority for re- 
lease of a particular firm’s own 
war effort history. 


* * * 


Plea: In its new policy state- 
ment for fighting inflation, OWI 
warns that reconversion will not 
be sufficiently advanced for a long 
time to offset the pressure of idle 
dollars. The statement suggests 
that we must keep a grip on our- 
seves so far as new goods are con- 
cerned. “If we all attempt to beat 
our neighbors to buy the first 
automobiles, refrigerators, etc., to 


become _ available, the  conse- 
quences are almost certain to be 
disastrous,” OWI warns. If we 


take it slow and easy, we will be 
helping ourselves by holding prices 
down, and in addition, in many 
cases we will get better merchan- 
dise values, it says. ‘Numerous 
firms will find it possible to. lower 
prices as they swing to volume 
production. Others will be abe to 
offer better, more modern models. 
More radically improved models 
embodying all of the changes and 
developments of recent years will 
be offered later on.” 

oe ok ue 


Action: Out to stop the trend 
toward higher priced cigars, OPA 
has filed actions against 11 Tampa 
cigar manufacturers for allegedly 
violating price regulations by 
maintaining production of their 
lower priced brands. Test: RFC 
is now selling surplus Douglas 
transports, Lockheed Lodestars 
and Cessnas on the instalment 
plan: 15% down, and the balance 
in 36 monthly payments. 
* K * 

Progress: No more regulations 
bar increased production of elec- 
tric irons, but because of the ma- 
terials situation WPB is not ex- 
pecting much of an increase over 
the 500,000 quarterly that are 
currently produced under an OCR 
program, 

cS * te 

Guess: Thanks to the need of 
more manpower in the _ service 
trades, Census Chief J. A. Capt 
believes that many cities, particu- 
larly those with readily con- 
vertible war industries, will re- 


tain their wartime population 
gains. 

* * * 
Advice: Communities planning 
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international sample fairs, similar | 

o those held at Leipsig, Brussels, | 
Lyons and elsewhere, are advised 
»y the International Trade Unit 
f the Department of Commerce 
o schedule them at regular in- 
tervals so buyers may schedule 
their visits. 

oa aK * 

Help: The Washington Post 
warns that “for want of a nail 
, kingdom was lost” and’ wonders 
vhether reconversion will be upset 
from the lack of the reconversion 
census program. Meanwhile the 
orogram, blocked by the balky 
House rules committee, now has 
fficial approval of the United 
States Chamber of Commerce, 
which has authorized its commit- 
tee on business statistics to pre- 
sent evidence in support of the 
work. Hope: Though tubes for 
tooth paste and similar products 
will be slightly more plentiful 
during this quarter, WPB feels 
that the situation will not correct 
itself until facilities are provided 
to replace lead tubes with alumi- 
num tubes. 


* tk ok 
Charge: FTC complains that 
Univis Lens Company, Dayton, 


has disparaged competitors’ prod- 
ucts in addition to misrepresenting 
its own. Penalty: S. S. Kresge 
stores east of Montana, Wyoming, 
Colorado and New Mexico have 
been forbidden to sell or buy ra- 
tioned shoes for a week to 84 days 
on an individual basis, for failure 
to maintain proper records for 
OPA. Job: FCC engineers have 
opened public hearings to work 
out engineering standards for FM, 
television and facsimile stations. 
ok * oh 

FTC: The Wander Company de- 
nies FTC complaints against oval- 
tine advertising; an action against 
Maritime Milling Company, Buf- 
falo, claims that advertising for 
Hunt Club dog food falsely implied 
that the product contains meat; 
four importers and dealers in 
pearls .are accused of removing 


“Made in Japan” markings, or fail- 


ing to include the word “simu- 
lated” prominently in advertising. 
Chance: A few new radios may 
go into production within the next 
60 days under a spot authorization 
procedure set up for radio manu- 
facturers by WPB last week. Mili- 
tary requirements for radio equip- 
ment, while tapering off, are still 
so uncertain that further reconver- 
sion talk must wait until the in- 
dustry’s September meeting. 


Wilson Joins CBS 


Elmo C. Wilson, formerly chief 
of the surveys division, Psycho- 
logical Warfare Branch, SHAEF, 
has joined the Columbia Broad- 
casting System as research direc- 
tor. He replaces John Churchill 
who resigned to become director 
of research of Broadcast Measure- 
ment Bureau. Mr. Wilson was 
formerly director of research of 
the OWI domestic branch. 


Tappan Stove Ups Wilson 


Charles C, Wilson, formerly 
Michigan representative of Tap- 
pan Stove Company, Mansfield, 
O., has been promoted to north 
central division manager. 
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Westinghouse Names 
Tucker Ken-Rad Mgr. 


Robert F. Tucker, formerly staff 
assistant to Westinghouse Vice- 
President Ralph C. Stuart, has 
been appointed manager of the 
Ken-Rad lamp division, Owens- 
boro, Ky., which Westinghouse 


Electric Corporation, Pittsburgh, 
acquired June 9. 

Mr. Tucker, who joined the 
company in 1907, has been re- 
sponsible for coordinating the 
manufacturing, engineering and 


sales activities of the four Wes- 


tinghouse lamp division plants in 
Bloomfield, Belleville, and Tren- 
ton, N. J., and Fairmont, W. Va. 


Institute Plans Survey 


A newly-formed Institute of 
Distribution of Great Britain is 
readying plans for a survey of the 
distribution field. The study will 
be undertaken following the re- 
turn of evacuees, the release of 
servicemen who operated single- 
man shops before the war, and the 
re-opening of distributive centers 
which were closed for numerous 
reasons during the war. 


Campbell Promoted 


J. H. Campbell, formerly West- | 
ern Lines press representative, | 
has been named general publicity | 
agent of the Canadian Pacific | 
Railway Company, succeeding | 
John M. Gibbon, who has retired 
from active service. 


Promotes Rosenblum 


Horace S. Rosenblum, editor of 
the Woodmen of the World maga- 
zine, Omaha, has been promoted 
to publicity and advertising direc- 
tor of the insurance society. 
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Van Derzee Promoted 


Norman K. Van Derzee, head 
of the war contract division of 
Hudson Motor Car Company, De- 
troit, has been appointed assistant 
general sales manager. 


SIMPSON-REILLY, ey, 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGELES 
RUSS BLDG. 


GARFIELD BLDG. 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION 


Watch em Go-BUOY /- 
FORD TROCKS 


Advertised Every Year for 


9 YEARS in 


Migp POULTRY TRIBUNE 


The greatest cash reserve in all farm 


history is piling up on Poultry farms 


... where transportation is always a 


You can't afford to leave a “Two Billion Dol- 


lar Hole” in your Farm Magazine Schedule. 
1944 gross farm income from Poultry and 
Eggs was $2,661,250,000. (Source U.S.D.A.) 


AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, Ill. 


Representatives — New York: Billingslea and Ficke — Chicago: Peck and Billingslea 


major problem... When the supply 


of trucks and cars is again able to 


meet the urgent needs of this indus- 


try, the Ford Motor Company will find 


that 9 years of advert 


ising in Poultry 


Tribune —America's leading Poultry 


Farm Magazine — h 


prisingly profitable 


as been a sur- 


investment. 
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British Textile 


Industry Draws Up 
Research, Ad Plan 


London, July 2.—Worldwide ad- 
vertising is contemplated as part 
of the proposed campaign to fight 
the inroads made by synthetic 
fibers in the textile industry. 

Problems besetting the industry 
were discussed at a recent meet- 
ing here of representatives of Great 
Britain, Australia, New Zealand 
and South Africa. Funds to be 
raised would be used for research 
on production, processing and 
marketing, and on advertising by 
the Wool Publicity Council. 

The plan now operating in Aus- 
tralia was recommended also for 


STUDIOS e 
1014 LOCUST STREET 
SAINT LOUIS, MISSOUR/ 


New Zealand and South Africa. It 
includes a tax of two shillings 
per bale, to raise an estimated 
fund of $1,300,000, with the gov- 
ernment contributing the same 
amount as a subsidy. 

Advertising by the industry will 
be stepped up accordingly if New 
Zealand and South.’African inter- 
ests agree to adopt the program. 


Don Lee Acquires Stock; 
Officers Are Elected 


All stock of the Pacific Broad- 
casting Company, representing 22 
affiliates of Don Lee in Oregon, 
Washington, Idaho and British 
Columbia, has been acquired by 
the Don Lee Broadcasting System. 
Negotiations for the sale have been 
under way for several months be- 
tween Carl E. Haymond, owner 
and licensee of KMO, Tacoma, 
and KIT, Yakima, and Lewis Allen 
Weiss, vice-president and general 
manager of Don Lee. 

At a stockholders’ and directors’ 
meeting, the following officers and 
directors were elected: Thomas 
S. Lee, president and director; Mr. 
Weiss, vice-president and director; 
Willet H. Brown, vice-president 
and director, and A. M. Quinn, 
secretary-treasurer and director... 


Coast Guard Seeks 
Anniversary Salutes 


The U. S. Coast Guard, which 
will celebrate its 155th anniver- 
sary on Aug. 4, has issued a set 
of suggested salutes and slogans 
for the use of magazine, news- 
paper and radio advertisers during 
the July 30-Aug. 5 period. 

A national observance of the 
anniversary will be held, with a 
presidential proclamation, begin- 
ning the week of July 30. The 
service now numbers approxi- 
mately 172,000 Coast Guardsmen 
and Spars. 


Atlantic City Ex-Mayor 
Opposes Tax in Ads 


With display advertisements in 
the Atlantic City Daily Press, 
Daily World and Evening Union, 
former mayor Thomas D. Taggart 
Jr. recently launched an attack 
on the city’s newly-adopted three 
per cent municipal sales tax. 

The ads, headlined “Atlantic 
City has been fooled,” listed tax 
charges for varying amounts with 
figures to show that the Atlantic 
City tax averages three times 
higher than New York City’s levy. 


Dad's Root Beer 
Sales Boom; Sees 
Postwar Expansion 


Chicago, July 10.—Postwar plant 
expansion and promotion appear 
inevitable for Dad’s Root Beer 
Company, Chicago soft drink com- 
pany which in six short years has 
mushroomed up to a retail volume 
said to exceed $40,000,000 a year. 

In three prewar years, Dad’s 
“Old Fashioned” root beer, with 
consistent advertising pushing its 
sales ever upward, became the 
third, in point of retail sales, 
among recognized franchise-grant- 
ing soft drink companies in the 
country. It is said to have grown 
faster in its three years of exist- 
ence before Pearl Harbor than 
Coca-Cola did in its early days. 

According to trade experts, the 
retail volume of Dad’s “Old Fash- 
ioned” root beer grosses more than 
$40,000,000 a year. It is credited 
now with doing 47% of all the bot- 


@ PLANE OWNERS, including 
most private pilots ond airline * ~ 
flyers—many of whom own 
and operate personal planes. 


@ POTENTIAL OWNERS of 


planes, the backbone of avia- 


tion's vast postwar market— 


thousands of men in the armed 
services, and civilian pilots. 

@ FIXED‘BASE OPERATORS, dis- 
tributers, maintenance men 
and airline leaders—the men 
who keep civil aviation on the 


wing. 


FLYING 


As yesterday’s plans become today’s realities in the 


great aviation market, the broadest coverage is essen- - 
tial in meeting rapidly-changing conditions. FLY- 
ING, with the largest circulation (236,648 ABC), is 


the most direct, low-cost medium for reaching mass 


buying power—particularly, the personal plane 


Established 1927 


@ ONE ADVERTISEMENT in FLY- 
ING sells the distributor and. 
in turn, helps him sell your 
product to his customers. 

@ MORE POTENTIAL BUYERS in 
the high-income groups inter- 
ested in aviation than any 
other aviation publication... 
at lowest rates on a milline 


basis 
+ Day 
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with a plus value of 


high reader interest. 


market that includes pilots, fixed base operators, 


distributors, schools and maintenance men. 


Any sales program directed to those who buy, sell 


or use aircraft, parts, accessories and services should 


be based on FLYING with its terrific market im- 


pact . 


. . No other publication even approaches 


FLYING in its complete coverage. Leta FLYING 


representative give you full facts. 


185 North Wabash Ave., Chicago 1, Illinois 
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tling of soft drinks in the upper B 
bracket of bottlers—those who ul 


produce more than 250,000 cases a 
year. And only 3% of the industry 
is in that bracket. 


Attain Big Volume 


Gie 
Div 


Besides, Dad’s bottlers do 41% New 
of the bottling in the 100,000 t reau ‘ 
250,000 class, and 12% of the bot. terday 
tling in the 25,000 to 100,000 rector 
category. While 63% of the coun- Glesel 
try’s bottlers are in the 25,000 cases ector 
per year class, not one of Dad’s neal 
bottlers is. ager < 

Back of the rapid growth of of Row 
Dad’s popularity is the belies Nees 
of Ely Klapman, president, that § 2 
Americans would buy root beer ff UN 
if it could be made to taste as root ae 
beer did *way back when mother ff .)¢. 
made that tasty jam. Two years im 
of experimenting with dozens o! men 
formulae followed before the com- Atte 
pany owners, Mr. Klapman; Bar- 3erna 
ney Berns, vice-president; Lou Steele 
Belman, secretary, and Oscar Levy, § James 
treasurer, felt they had the right vertisi 
answer. In 1938 the name Dad’s Georg 
was decided upon, and in May, Democ 
1939, advertising of the product News; 
was launched in Chicago newspa- dence 
pers through Malcolm-Howard Hordy 
Advertising Agency. Moore 

Uses Newspapers, Radio oan 

In all 50 cities where Dad’s tor of 
opened distributorships, the same Mary 
advertising policy has been main- directc 
tained—first newspaper advertis- Othe 
ing then radio. Before 1940, the FJ tee a1 
radio used was in program format, J} Newsp 
but it since has come to be inten- ff Kingsp 
sive spot “jingle” promotion of [J Kingsr 
the new well-known La Conga §§ /”diani 
rhythm variety. The spots used — SP0kar 
vary from six a week on some sta- Be"t W« 
tions to as many as 40, depending ff Murray 
on the marketing area. Picayu 

Besides dealer helps, such as Bl°S 4’ 
point of purchase displays, etc., 

Dad’s_ originated the “family” 

package for its product, packaging Bes; 
12-ounce “Junior” size _ bottles, - 
with Junior on the label, quart Rit ] 
size “‘Mama” bottles and half-gal- 

lon “Papa” bottles, all advertised New 
as “Dad’s Family.” The family [}Foods, 
angle has lent itself to such holi- fjfor the 
aa as Mother’s Day and Father’s reg 

ay. re oO 

Dad’s home plant at 2800 N. Tal- §Chicag« 
man Ave., Chicago, has increased Acco! 
its floor space from 9,000 square lell, ct 
feet in 1938 to 120,000 at present, G-_] 
and further expansion is antici- Me°St F* 
pated. Not only has the company dg; 
extended a number of franchises, [J-; 4; it 
but the prospective Dad’s bottlers wmenage A 
have already ordered plant equip- anaes 
ment, trucks, bottling equipment, B,,., ~ 
cases, bottles, etc. ary of 1 

a closing 
Agency Network's Award f*Us: 5 


Stock 
today 1 
interest 


Winners Announced 


Winners of the 12th annual Na- 
tional Advertising Agency Net- 
work’s awards were announced 
recently in Washington, D. C., with 
Henry J. Kaufman & Associates, 
Washington member of the net- 
work, acting as host at the judg- 


ing. In 
Entries in the annual competi- Be; . in 

tion included 200 campaigns in — 1 

22 classifications. Top award for soa 


the best integrated advertising and 
merchandising campaign was pre- 
sented to the Roland G. E. Ullman 
Organization, Philadelphia, for 
Manhattan Rubber Mfg. division 
‘of Raybestos-Manhattan, Inc, 
Manheim, Pa. 
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e EB Appoints 
vod ureau App 
a = ha 
~ | Giesen Retail 
Division Director 
oO New York, July 11.—The Bu- 
t reau of Advertising, ANPA, yes- 
ot- terday appointed John Giesen di- 
00 rector of the retail division. Mr. 
in- Giesen was formerly associate di- 
ses ector of advertising of the Boston 
d’s Record and previously was man- 
ager of the retail stores division 
f of Rodney E. Boone Organization, 
er New York. 

The appointment was an- 
hat nounced at the end of a two-day 
eat meeting of the retail division held 
OO! to discuss ways and means of de- 
her veloping an adequate program to 
ars improve relationships between 

o! newspapers and retailers. 
m- Attending the session were Don 
ar- Bernard, Washington Post; George 
Lou § Steele, Philadelphia Bulletin; 
VY, James Brumby, Newspaper Ad- 
ight vertising Executives Association; 
ad’s George Grinham, St. Louis Globe- 
lay, Democrat; W. H. Moore, Detroit 
luct News; Charles J. Davis Jr., Provi- 
spa- dence Journal and Bulletin; Hollis 
yard Hordyke, Tribune, Ames, Ia.; Roy 
Moore, Brush Moore newspapers; 
George Stewart, Observer, Wash- 
ington, Pa.; Gordon Grant, direc- 
ad’s tor of research of the bureau, and 
ame Mary Elizabeth Lasher, publicity 
ain- director of the bureau. 
rtis- Other members of the commit- 
the [tee are: Earl Maloney, Peoria 
mat, Newspapers; William Waddell, 
ten- [Kingsport Publishing Company, 
1 of Kingsport, Tenn.; Henry Manz, 
onga Indianapolis Times; Tom Turner, 
used Spokane Spokesman-Review; Rob- 
‘sta- Bert Wolfe, Dayton News; Aubrey 
ding Murray, New Orleans’ Times- 
Picayune, and Sidney Bartlett, 
h as Los Angeles Examiner. 
etc., 
nily” 
zing | Best Foods Buys 
ttles, = 
quar Rit Products 
- a - 
Seed New York, July 11.— The Best 
amily #Foods, Inc., has signed a contract 
holi- for the purchase at an undisclosed 
ther’s m2@mceunt of the majority of the 
stock of Rit Products Corporation, 
Tal- Chicago, dye manufacturer. 
eased According to William J. War- 
quare lell, chairman of the board, and 
esent. G. Blumenschine, president of 
ntici- Best Foods, the corporate identity 
_jof Rit Products will be retained 
eH and it will be operated as a sub- 
eth ~ Msidiary company, with headquar- 
tiers Mters and plant in Chicago. The 
-GuIP- Bourchase contract sigrfed in the 
ment, Brame of a wholly-owned subsidi- 
ary of Best Foods provides for the 
closing of the sale on or before 
Aug. 15. 
ward Stock holdings contracted for 
today represent the management 
al Na- interest and were acquired from 
Net- A. H. Rosenberg, president, H. N. 
sunced Kohn, vice-president, and their 
with ssociates in the Rit corporation. 
ciates, Ir. Rosenberg and Mr. Kohn will 
+. eetire, 
fet’ Rit has been an important fac- 
4d or in the fabric and household 
mpeti- Me° industry for many years. 
gns in Since 1940 there have been sharp 
rd for@cles advances due to the perfec- 
ing and ion of an all-purpose dye, which 
as pre- ' 
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can be used successfully on all 
kinds of fabrics. 

Advertising for Rit has been 
handled by Earle Ludgin & Co., 
Chicago. Benton & Bowles, New 
York, handles Best Foods. 


Appoints Mary Ryan 

Mary Ellen Ryan, traffic man- 
ager of KHJ, Los Angeles, and the 
Don Lee Broadcasting System, has 
been appointed assistant director 
of publicity and promotion for the 
Don Lee network, succeeding Mrs. 
Shirley Horton, who has resigned. 


Faulkner Joins McGrath | 


Emmett Faulkner, formerly with | 
Collins & Alexander, Inc., has| 
joined the office and sales staff | 
of Thomas F. McGrath & Asso-| 
ciates, Chicago photo-engraver. 


Joins APRA Board | 


Hunter Lynde, executive vice- | 
president, Newman, Lynde &| 
Associates, Jacksonville, Fla., has | 
been elected a member of the} 
board of governors of the Ameri- 
can Public Relations Association, | 
Washington, D. C. 


LeDuc Is Ad Manager 


Al LeDuc, formerly with S. C. 
Johnson & Son, Racine, Wis., has 
been appointed advertising man- 
ager of Raymond Laboratories, St. 
Paul, beauty supplies. Newspapers, 
trade publications and radio are 
currently being used. 


Joins Byer & Bowman 


Claud F. Weimer, former editor 
of the Citizen, Columbus, O., and 
more recently head of the war 
finance division in 20 Ohio 


counties for the 4th, 5th and 6th! 
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| War Loans, has joined Byer & 
| Bowman Advertising Agency, 

Columbus, in an executive ca- 
pacity. He will specialize in de- 
velopment of labor-management 
; Programs for the agency’s clients. 


SIGHS OF LONG LIFE" 
FOR QUARTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division o 
Artkraft Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 
The World’s Largest Manufacturers of 
All Types of Signs 


YL 


eens 


Tr 


Where do people get 
most of their information? 


Where do people get most of their information about what’s going on 


today...in the town they live in...throughout the nation...across the 


waters...on the faraway battlefronts? Where do people get most of the facts 


they need, the regulations and instructions they must still have to guide them 


in their wartime living ...to help them understand the part they must still play 


to win complete Victory? Where do people get most of their daily information 


about what's being offered by local stores and leading manufacturers? 


And isn’t that, naturally, the best place to inform people of your 


products and services, your wartime activities and postwar plans? 


This advertisement, prepared by the Bureau of Advertising, A.N.P.A., is published by The Chicago Sun in the interest of all newspapers 
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Ever since Grandmother Eve’s first clamshell 
‘ casserole, woman has been scouring pots and pans— 
" and getting her Adam to help her. Today’s alert 
, advertisers know that for a quick and conclusive clean- 
up it pays to interest both male and female in their 
products. That’s why so many advertisers today are 
using The American Magazine. Edited with dual sex 
appeal, The American Magazine double-exposes adver- | 
tising to millions of men and millions of women — In the Service 
multimillions of aspirational Americans who buy The f the Nati 
American Magazine on the newsstands, who subscribe, of the Nation 
or who beg, borrow, or steal somebody else’s copy. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION 
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Ihe Pay - Of f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


By ELON G. BORTON 


Director of Advertising 
La Salle Extension University 


One phase of direct response adver- 
ising has never been discussed in this 
olumn, largely because The Pay-Off has 
‘nown comparatively little about it from 
personal experience. Many other adver- 
tising men seem to be in the same situa- 
tion, 

I refer to personal distribution (some- 
imes called manual distribution) of 
advertising material which calls for an 
answer much as does publication, direct 
mail or radio advertising. Before the war 
this method was used by certain adver- 
tisers and with reported good results. 
Now it is very much limited by shortage 
of manpower or boypower so that it 
seems largely out of the picture. But it 
will come back again and is well worth 
consideration under certain circumstances, 

The method is to have your advertising 
material distributed house to house, office 
to office, or to individuals wherever they 
may be gathered. One advertiser offer- 
ing a product to office women had a 
double postcard placed on the desks of 
women in office buildings and claimed 
as high a percentage of returns as when 
mailing the same card to lists of office 
workers. 

Another selling a product to factory 
workers had his advertising distributed 
to men as they came out of the gates of 
plants. A third had an executive propo- 
sition distributed to executives’ offices. 
And others have used house to house dis- 
tribution in certain home areas particu- 
larly suited to their products. 


You Ought toKnow . 


It’s probably a bit silly to tell readers 
of the ADVERTISING AGE Feature Page any- 
thing about Elon Borton, especially since 
his 79th or 80th consecutive weekly con- 
tribution to mail order lore and wisdom 
appears on this page. But Elon has been 
a natural candidate for 
a “You Ought to wm 
Know” piece since the | 
feature was _ started, | 
and only his signed 
series has prevented 
his appearance here 
sooner, i 

Last week Elon was 7% 
elected president of the 
Advertising Federation 
of America — its first 
paid, full-time presi- 
dent—and as one in- 
evitable consequence, 
his sound, practical, 
idea-full discussions of direct advertising 
which have been appearing on this page 
for about a year and a half will cease in 
a few weeks. So this is a sort of fare- 
well to one of ADVERTISING AGE’s very 
small stable of outside contributors. 

Elon Borton is the kind of wise, alert, 
direct, forthright man who might easily 
be a liberal minister or a great boys’ 
leader, rather than an advertising man. 
He makes no pretensions, puts on no dog, 
compromises no principles, but he has an 
a.ert wit, a keen mind and a capacity for 
work and organization which constantly 
amaze the thousands of admen who re- 
spect him because he’s intelligent, hard- 
working and sincere, and like him be- 
c use he’s a real fellow. 

One wouldn’t be too surprised if the G. 

Elon’s name stood for Gameliel, or 
some equally biblical appellation, applied 
God-fearing New England parents 
‘ho took the naming of children with 
al seriousness. So it is rather a shock 
the kind of pleasant shock one gets 

‘quently in Borton’s company—to dis- 

ver that the G. doesn’t mean anything, 
aid that he put it in himself, to add 
&.phony or distinction, or whatever, to 

name. The Elon part, too, he con- 
fesses, was a sad case of over-optimism. 


Elon G. Borton 


Although The Pay-Off has known of 
some advertisers who gathered men or 
boys to do this direct for them, most 
such distributions are made by telegraph 
companies or by firms in the business. 
There are such distributors in practically 
every town—most very small but some 
very large. Much of their business re- 
volves around distribution of samples or 
coupons calling for samples at dealers, 
a procedure which is often carried out 
on a gigantic scale and by specially uni- 
formed crews. Some of these companies 
are affiliated in a national organization— 
the Advertising Distributors of America. 

Some companies can break down your 
distribution of material to people of cer- 
tain selected nationalities or income 
brackets, etc. They will even make a 
short sales talk as they deliver your ma- 
terial if you wish. The cost obviously 
varies with the quantity to be distributed, 
the selectiveness required, etc.—but it is 
usually cheaper than you would guess. 
Prewar prices sometimes ran as low as 
$3 per thousand. 

Obviously the method has distinct lim- 
itations. Either your appeal must be 
very broad for mass distribution or you 
must arrange for distribution to picked 
individuals. And in many cases there 
will be some wastage. There are many 
office buildings which frown on it and 
many towns which restrict it by ordi- 
nances. If you consider it, you will do 
well to make sure of all your ground, 
first. 

But it is used much more widely than 
is generally known by the advertising 
fraternity so evidently it works out well 
in many cases. 


e e Elon G. Borton 


He was named that after a great uncle 
of his mother’s in England—a man re- 
puted to be wealthy, and presumably to 
be suitably pleased by the carrying on 
of his name. 

Whether the great uncle was pleased 
is not a matter of record, but it is a mat- 
ter of record that he was not sufficiently 
pleased to settle the mantle of his wealth 
on his American grandnephew. 

Born on a farm at Flint, Mich., Elon 
Borton spent his youth going through the 
local grade and high schools, and putting 
in some substantial licks of work in his 
father’s grocery store. 

When college time came around, Elon 
went off to Greenville College, a small 
denominational institution at Greenville, 
Ill., and during summer vacations he 
worked as a tent boy and later as a plat- 
form superintendent of a Chautauqua 
company working out of Chicago. 

Afterwards, with time out for the first 
World War, in which he enlisted in the 
108th combat engineers and came out as 
a first sergeant—he took a year of post- 
graduate work and a year of law at the 
University of Chicago, and in between 
times became assistant general manager 
of the Chautauqua company, working the 
circuit as far east as West Virginia and 
as far west as Kansas. 

After the Germans quit, temporarily, 
in 1918, Elon and a number of others 
took advantage of the schooling which 
was offered at various continental and 
English universities, but unfortunately 
he didn’t learn much. Quite a group went 
to the University of Toulouse, and only 
a slight misunderstanding over language 
prevented them from becoming world- 
famous scholars of French literature and 
customs. 

For a solid month the learned profes- 
sors of Toulouse delivered, in their best 
pedagogical manner, elegant discourses 
on the history and development of French 
art, architecture, customs and _ letters. 
Then they discovered, in some mysterious 
manner, that their conception of the 
doughboys’ knowledge of professorial 
French bore little relationship to the boys’ 


actual linguistic ability, and culture 
promptly was dropped in favor of simple 
language courses. 

After five months at Toulouse, Elon got 
back to the states and went back to his 
Chautauqua work in Chicago, where he 
stayed from late in 1919 until 1923, when 
he joined LaSalle Extension University 
as an instructor in salesmanship. He 
spent a year and a half in that post, an- 
other year and a half as assistant in the 
advertising department; then the adver- 
tising manager quit, Elon took over, and 
he’s been there ever since. 

At LaSalle, Elon Borton not only de- 
veloped into one of the country’s ac- 
knowledged experts on direct advertising, 
but found time to devote a considerable 
portion of his energies to activities on 
behalf of all advertising. 

He has been attending meetings of the 
Association of National Advertisers since 
1927, and has served on numerous com- 
mittees of that organization, including 
those on magazines, copy research and 
membership. In 1939 he served with 
John Caples, Frank Coutant, George 
Gallup, S. H. Giellerup, D. E. Robinson, 
D. P. Smelser and other prominent re- 
search men on a copy testing group of 
the Advertising Research Foundation, 
and he has always been greatly interested 
in every activity designed to raise the 
effectiveness of advertising. He’s had to 
be: LaSalle Extension University and 
other similar advertisers either get di- 
rect, tangible results from their adver- 
tising, or they don’t. 

Always willing to give a great deal of 
himself to further the general welfare of 
advertising, Elon Borton has been a hard 
worker in organized advertising circles 
for many years. He was chairman of the 
program committee of the old Chicago 
Advertising Council in 1930, has been a 
member of the board of the Chicago Bet- 
ter Business Bureau since 1931, and 
founded and was first president of the 
Chicago Advertising Managers Club. 

He was elected president of the Chi- 
cago Federated Advertising Club in 1939- 
40, and president of the Advertising Fed- 
eration of America in 1940-41, subse- 
quently serving two years as chairman 
of the board of this organization. In his 
capacity as president and board chair- 
man of the AFA, Elon did a “grass roots” 
job of visiting adclubs, making friends 
and holding the rather loosely knit or- 

' 


ganization together during some of its 
most difficult years, 

In between times he has found the time 
to serve as a more or less perennial 
director of the Direct Mail Advertising 
Association and to be of important assist- 
ance to the Boy Scout movement, in which 
he has held many posts during the past 
ten years. He is now financial chairman 
of the West Suburban Council of the Boy 
Scouts, centering in the Chicago suburb 
of LaGrange, where he has lived for some 
years, 

Elon says that his activities in the field 
of organized advertising were pretty 
much his own doing, but he admits that 
the Boy Scout activities were thrust upon 
him by the necessity for keeping at least 
a step ahead of son Glen, who was an 
eagle scout and is now in the air forces. 

He has a daughter who plans to go to 
university in the fall, and a charming 
wife who is not unknown in advertising 
circles, due to her attendance at numer- 
ous advertising meetings. 

In a field which is not noted for its 
prohibitionists, Elon sticks to Coca-Cola, 
root beer end similar mild beverages, 
and prefers cigars, except when he is at 
his desk, where a variety of big-bowled 
pipes are given a good workout. He 
likes his golf, but even this must take 
second place to his garden and yard, and 
he admits that in a contest between a 
golf match and a weed-pulling stint, the 
weed-pulling almost always wins out. 

The new job he will assume shortly 
as the chief executive officer of the Ad- 
vertising Federation of America is one 
that he has taken with some reluctance, 
but one which challenges his energies 
and his fighting spirit and his genuine 
desire to be of service to the field. He’s 
got a lot of ideas about what the AFA 
could do, but his forthright eyes twinkle 
merrily as he assures one that no mir- 
acles are to be expected. 

He thinks the Federation hasn’t been 
doing all it might in recent years, and it 
is safe to predict that he will move 
rapidly and efficiently to build it up, but 
without unnecessary commotion or fan- 
fare. 

His choice as head of the AFA will be 
intensely popular with local adclubs, 
where he is well known and widely re- 
spected, and much of his activity will be 
devoted to rendering assistance to these 
local organizations. 


The Creative Mans Corner 


[The following column of The Creative 
Man, first printed here in the May 7 is- 
sue, is reprinted because of its connection 
with the Curtis study of cigaret sales and 
advertising, reported on in detail on Page 
1 of this issue.] 

If we can remember, and we think we 
can, almost the first violent discussions 
we ever heard about advertising were 
about Lucky Strike advertising. And 
there has never been any considerable 
period of time since in which we haven’t 
heard more. 

Probably no other advertising in the 
whole history of the business has been 
subjected to such prolonged professional 
attack. If the Lucky Strike advertising 
themes weren’t thought to be bad in 
themselves, then their repetition was. 
Indeed, we could name several individ- 
uals well known in the business, who for 
years have smoked Chesterfield or Old 
Gold cigarets for almost no other reason 
than as a protest against Lucky Strike 
advertising. 

Entire industries have been upset, as 
when America was invited to reach for 
a Lucky instead of a sweet and the con- 
fectioners rose in their wrath as one 
man. When the special green ink used in 
the old Lucky Strike package became a 
casualty of war, Luckies were damned 
for dramatizing the fact; the ink makers 
saw in it a personal affront. Music pub- 
lishers have tried to discover in the Hit 
Parade a diabolical plot to kill their best 
numbers, and there has been more than 
one lawsuit. 

The letters LSMFT and the chant of 
the tobacco auctioneers are popularly 
supposed (in the business) tc have an- 


noyed a nation. 

Then—there was Frank Sinatra! 

And if Lucky Strike sales have con- 
tinued to grow, this has always been ex- 
plained in terms of fabulous sums put 
behind each new campaign. 

Thus it is that the 10-year report of 
cigaret sales and cigaret advertising re- 
cently released by the Curtis Publishing 
Company must come as a shocking sur- 
prise to the experts. For actually, Lucky 
Strike sales, far in excess of either 
Camels or Chesterfields, long have been 
made at substantially less advertising 
cost than either of these principal com- 
petitors. 

In the period from 1934 to 1943 domes- 
tic sales of Lucky Strikes increased from 
34 billion to 68.5 billion, Camels increased 
from 32 billion to 58 billion, Chesterfields 
from 33 billion to 45 billion. In the same 
period, advertising on Camels averaged 
19 cents per thousand, Chesterfields 22.9 
cents per thousand and on Lucky Strike 
12.7 cents per thousand, for newspaper 
and magazine space and radio time. In 
addition, Camels and Chesterfields used 
outdoor advertising and car cards, not 
covered in the Curtis study, while Luckies 
have used only the three media surveyed, 

In 1943, the last year before shortages, 
Lucky Strike spent $5,290,000, Camels 


$7,970,000 and Chesterfields $7,810,000. 
Translated, means that for every 
penny spent for measured advertising in 
that year, Lucky Strike sold 6.5 packages, 


Camels 3.2 and Chesterfields 2.9. 

George Washington Hill, we imagine, 
has slyly been waiting for a long, long 
time for someone to catch up with the 
facts. 
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46 
Opens N. Y. Radio Firm 


James G. Bennett, assistant ad- 
vertising manager of the Ameri- 
can Broadcasting Company, is 
opening his own company in New 
York July 16 to specialize in 
packaged radio programs and as 
radio consultant to advertising 
agencies. James Lawrence Fly, 
New York lawyer and former FCC 
commissioner, will serve as legal 
adviser, and Axel Gruenberg will 
head the production staff. 


Magazines Look Forward 
to Increased Circulation 


Competition. Will 
Be Unusually Keen 
in Postwar Years 


New York, July 12.—The 
“golden age” of advertising which 
may begin after V-J Day will see 
the rise of magazine circulations 
to new, almost unbelievable fig- 
ures, with a corresponding in- 
crease in advertising linage and 
revenue, many publishers believe. 

Only the advent of another de- 
pression would prevent the con- 
tinuance of the trend of circulation 
gains made in the past few years, 
most publishers believe. Despite 
limitations on paper which have 
prevented most magazines from 
taking new subscribers and have 
held their newsstand sales far, be- 


low demand, magazine and farm'has frequently been reported to 


paper circulation in the United) 
States has increased by 58,000,000 | 
since 1938, and stood at about} 
172,300,000 in 1944. 

Per issue circulation of all ABC 
magazines was at an all-time high 
during the last six months of 
1944, when it reached 136,704,561, 
according to the Magazine Adver- 
tising Bureau. Advertising vol- 
ume also has been soaring, its 
upward course retarded only by 
the restrictions placed on the use 
of print paper. 


High Goals Set 


Although publishers are par- 
ticularly reticent about discussing 
hoped-for circulation figures, there 
are plenty of indications that cir- 
culations running high into seven 
figures, and even into eight fig- 
ures, will not be unknown in the 
postwar world. Reader’s Digest 


A fireman talks to the conductor via Motorola two-wa 
Train. 
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have hit a peak of something like, 
9,000,000 for its United States is-| 
sue alone before the war, and 
gossip in the field has it that Life 
will aim at 10,000,000 domestic, 
The Saturday Evening Post at 6,- 
000,000, and others at equally high 
figures. 

The big question mark in the 
general magazine field is the ele- 
ment of competition, which al- 
ready gives signs of being espe- 
cially severe. It seems safe to say 
that there is scarcely a publisher 
who does not have plans—however 
indefinite—for new ventures. 
Curtis, for example, has admitted 
that it has several new magazines 
“in the works,” none of them imi- 
tations of existing publications. 
One such Curtis venture is re- 
ported to be a swank vacation- 
travel magazine. There have also 
been consistent but completely un- 
confirmed rumors that Time, Inc., 
and several other important pub- 
lishers have plans to invade the 
home-buildin g-an d-mainte- 
nance field, while new ventures 
into the beauty and fashion field, 
the mechanically-minded field, the 
radio and movie fields, and even 
into the news-comment field, can- 
not be discounted. 


Non-Fiction Trend Grows 


The swing in magazine editorial 
outlook, marked by the emergence 
of such publications as Time, 
Newsweek, Life, Look, Reader’s 
Digest and numerous others— 
away from fiction and pure en- 
tertainment toward presentation 
of factual information of a non- 
fiction character, seems likely to 
be accentuated in the postwar 
years. Until the current trend of 
American thought or the genius of | 
some editor changes the stream, | 
American magazines are likely to 
contain a greater and greater per- 
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ADVERTISING AGE believes 
that the great economic 
problem of the postwar pe- 
riod will be to sell the goods 
and services which our 
enormous industrial plant is 
equipped to turn out... that 
profitable advertising and 
merchandising are the mas- 
ter keys to postwar prosper- 
ity ... and that therefore 
the years that lie ahead may 
be the “golden age of adver- 
tising.” In a series of arti- 
cles, of which this is the 
sixth, we present a preview 
of some of the opportunities 
and problems facing adver- 
tising and selling, and some 
of the steps which business 
will take to meet them. 


centage of articles, discussions, 
news comments, etc., and a rela- 
tively smaller volume of fiction. 


| 

Likewise, the trend toward spe-| seller. As a consequence, the mag- 
cialization in the magazine field| azine 
seems likely to be accelerated in|new publications which may lose 


the postwar years, with most pub- 
lishers aiming their editorial con- 
tent specifically at certain seg- 
ments of the population or certain 
age groups or at individuals with 
certain common interests—a prac- 
tice which is by no means un- 
common now, and which to a 
considerable extent is believed to 
explain the amazing volume of 
magazine reading already indulged 
in by the American public. 


Chaotic Conditions Seen 


The magazine publishing busi- 
ness, by its very nature, is easier 
to enter than most. No press as- 
sociation franchises, no federal 
licenses, no important physical 
properties are necessary; and one 
of the most efficient of all distri- 
bution systems is ready at hand 
to serve any likely newsstand 


industry fears a rash of 


FM radio on a Denver, Rio Grande Western Freight 
alvin Mfg. Co., Chicago. 


HANKS to electronics, conversations are now on the 


THE 


verge of using new media. A fireman on the roof of 
a burning building picks up his walkie-talkie and 


speaks to his chief on the sidewalk. In the same man- 


ner, a farmer instructs his help operating tractors over 
a large acreage; and a department store traffic man- 
ager converses with his delivery truck men en route. 


You, too, will have messages to deliver to scattered 
outlets. You, too, may find it advantageous to use an 
untried medium. You, too, can ring in on a two-way 


conversation and profit. 


Such chats are going on 


constantly between our readers (your technician pros- 


pects) and our editors. 


These technicians ask ques- 


tions, submit ideas, and generally act as though the 
magazine is their very own organ. Our editors, on the 
other end of the line, answer in the same spirit through 
the pages of RADIO-CRAFT. It is only natural then, 
that your advertisement interposed between our 


send me a copy of your SURVEY. 


friendly text matter will receive a warm response. At 
least that has been the experience of scores of firms — 
advertisers in RADIO-CRAFT. 


50,000 RADIO TECHNICIANS 
READ RADIO-CRAFT 


If you wish to learn more about RADIO-CRAFT and 
the fertile market it covers, send for a copy of our 
Reader Analysis Survey. 
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a lot of money for their backers 
and at the same time create cha- 
otic conditions in the industry. 
That these fears have some basis 
nay be gathered from the fact 
hat one leading book paper pro- 
jucer has already been approached 
.bout postwar paper supplies by 
more than 100 would-be pub- 
ishers. 


Cause for Concern 


Obviously not all the magazines 
that are being projected will see 
the light of day and, more obvious 
till, few if any of them will ever 
become important factors in the 
advertising world. Nevertheless, 
enough are sure to be launched to 
cause some concern to established 
enterprises, 

On the circulation side, much 
of the activity in the magazine in- 
dustry will center around sub- 
scriptions, which have been lim- 
ited or unsought during recent 
years, but perhaps the greatest 
activity will take place on news- 
stands, which have suffered most 
from paper rationing. 
Magazine publishers and dis- 
tributors have been so successful 
in demonstrating that magazine 
stands hold enormous profit po- 
tentials for retailers that their 
spread to new types of stores, 
particularly to supermarkets and 
perhaps to high-spot locations in 
department stores, seems assured, 
with the result that the number 
of outlets for magazines may in- 
crease as much as 50% or more. 


More Outlets a Problem 


This increase in outlets is de- 
sirable, generally, but it also 
raises problems for circulation de- 
partments which will be faced 
with the necessity for carefully 
allocating copies to tens of thou- 
sands of retail outlets in such 
proportions that the fewest pos- 
sible number of returns will re- 
ult. Transfer of copies from stands 
vhere they are moving slowly to 
tands which are out, or nearly 
jut—a practice which was becom- 
ing important before the war—is 
sure to be carried on at an accel- 
erated pace after the war, since 
one of the big headaches of maga- 
tine publishing is the cost of 
rinting and distributing copies 
vhich are not sold. 

During the war this major mag- 
azine problem has practically dis- 
ppeared, but as press runs are 
ncreased and more magazines vie 
or favor on the stands, it is sure 
0 reappear, perhaps more inten- 
ively than ever. 


Aim to Keep Costs High 


Most publishers are agreed that 
he somewhat higher levels of 
ingle copy prices and subscrip- 
ions which have come into being 
luring the past few years should 
e retained, and the five-cent 
agazine, for example, seems defi- 
itely to be a thing of the past. 
mM this point advertisers also 
gree, since they believe that the 
eader should properly bear a 
arger proportion of production 
osts than was the case some time 
Zo. 

The matter of subscription costs 


and level of newsstand returns is 
a particularly important one be- 
cause all competent magazine pub- 
lishers agree that costs of produc- 
tion are sure to rise sharply— 
first, because of higher direct 
costs for labor, paper, ink, etc.: 
and second, because of the need 
for producing a constantly im- 
proved, and therefore more costly 
product. It is obvious, for ex- 
ample, that magazines will carry 
more and more editorial color, 
will strive for finer reproduction, 
for more interesting, more timely 
and more authoritative material; 


and perhaps for greater editorial 
quantity as well as quality. 


On the advertising side, maga- | 


zines visualize no force which can 
successfully challenge them as the 
leading medium for national ad- 
vertising, although competition 
among individual magazines is 
sure to reach new heights. Aside 
from the advantages of enlarged 
circulations and revitalized edi- 
torial content, the big advantage 
magazines as a whole will have 
in this direction is that they are 
effective visual media in a world 
which will be faced with a multi- 


| tude of new products, new models, 
| new gadgets and devices, 
Furthermore, 
Magazine advertising during the 
war has come in precisely those 
product and service groups which 
have been particularly good maga- 
zine advertisers in the past, and 
which are sure to be intensely ac- 


tive in the immediate postwar 
period. 
In this classification are the 


whole building and furnishings 
field, appliances, radio, automo- 
biles, travel and transportation, 


and many others. 


| cessful in 
curtailment of! 
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If leading magazines are suc- 
building circulation 
levels to new heights, most ad- 
vertisers believe that there will 
be a tendency to shorten lists, 
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and to concentrate more adver- 
tising dollars in fewer media. At 


the same time, however, some feel | 


that development of other maga- 
zines to circulation and rate levels 
comparable to The American 
Weekly and This Week Magazine 
may 
development which might lead 
to broader availability of regional 
or sectional runs, or to the de- 
velopment of other media which 
will provide a market place for 
the smaller advertiser whose bud- 


induce a counter-balancing | 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands dally — each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours daily 
to bring you coverage of today’s best- 
spending customers . . . 100,000 readers 
dally! 


&¢ © Te ff 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


| get will not permit effective use 
|of huge circulations, 

In this connection, it is impos- 
sible to overlook the development 
|of store-distributed magazines 
|such as Family Circle and Wom- 
|an’s Day, which have gained a 
considerable measure of success, 
and which give every indication 
of expanding, as new, tie-ups are 
made with retail outlets. Another 
factor to be watched, even though 
a relatively minor one, is a visible 
trend on the part of newspapers 
to establish individual Sunday 
magazines. While a number of 
newspapers have had such pub- 
lications for many years, there 
has been an evident tendency to 
drop them until the past year or 
so, when indications began to mul- 
tiply that this trend is being re- 
versed. 


Foreign Expansion Certain 

One of the most interesting as- 
pects of the postwar magazine 
field, although of minor interest 
to many U. S. advertisers, is the 
certainty of expansion in the for- 
eign field. Reader’s Digest, Time, 
True Story, Conde Nast and Hearst 
have been active in the foreign 
field for some time, and all of 


7 
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them plan to expand. In addition, 
such publications as Victory, 
which Crowell-Collier has been 
producing for OWI during the war, 
have been doing a sampling job 
for American magazines all over 
the world. 


Special Editions Likely 


There are few publishers who 
will not admit a real interest in 
foreign circulation, but so far as 
the pattern has already emerged, 
it seems safe to predict that rela- 
tively little effort will be made to 
foster purely American magazines 
on foreign readers. Instead, ex- 
pansion in the foreign field is 
more likely to take the form of 
special foreign editions, tailor- 
made for the country of issue. 

On the mechanical side, moves 
already made by larger publishers 
indicate an increasing desire to 
integrate all phases of the pro- 
duction job—down to the original 
sources of wood pulp in some in- 
stances. 

While no revolutionary changes 
in the graphic arts seem imme- 
diately probable, refinements of 
techniques and continued experi- 
ments with inks to permit more 
rapid printing are assured. The 


N all types of training... 
for reconversion, for teach- 
ing workmen new skills, for 
introducing new products, for 
telling your institutional story 
... Illustravox is the ONE 
BEST WAY. 


@ @ Attention-arresting pictures 
f and spoken words tell your 
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They Learn Faster 


we BEST WAY 
TO TRAIN: 


Retain More, 


the ILLUSTRAVOX Way 


use records and slidefilm to present 
your perfected training message... 


always telling a uniform story. 


@ @ Illustravox is the scientific 
training method. Already field- 
tested and proved by leading 
industrial concerns before the 
war, Illustravox proficiency 
was further proved in military 
training programs. Accelerated 


courses were cut from as much 


as six months to six weeks! Train- 
ees remembered up to 25% 
longer than under former train- 
ing methods. Over 75% of all 
sound slidefilm instruments 


now in use are Illustravox. 


@ @ For further information 07 
how you can best utilize Ilustravox 
in solving your training, selling 
and distribution problems write 
today to The Magnavox Company, 
Illustravox Division, Dept. AA-7, 


Fort Wayne 4, Indiana. 


ILLUSTRAVOX 


ZEB ILLUSTRATED VeCGICSs 


DIVISION OF THE Ma navox COMPANY: FT. WAYNE 


MAKERS OF FINE RADIO-PHONOGRAPHS 


-_ 


HUDSON 2 


WILL BE 


ON THEIR MARK—One of the most aggressive dealer organizations in 
Hudson's 36-year history is being prepared for the postwar new-car market. 
Discussing the program are George H. Pratt, right, general sales manager 
C. R. Gall, left, general sales manager of Hudson Motors Ltd., Tilbury, Ont., 


and Allen C. Germann, 


Hudson export manager. 


necessity for bringing ink drying 
speeds up to press capacities, and 
to increase the over-all speed of 
magazine production, became es- 
pecially apparent with the rise of 
news magazines, where reduction 
of the time lag between closing 
and delivery of copies is of major 
importance. 


May Decentralize Printing 


There are strong indications 
that larger circulations will in- 
duce many publishers to think 
more seriously about decentraliza- 
tion of printing for various sec- 
tions of the country, and some 
observers feel that this tendency 
will naturally induce some dis- 
cussion of the acceptance of sec- 
tional advertising. While domes- 
tic distribution of copies by air 
is still merely a thought, because 
of the relatively low value per 
pound of magazines, there is a 
strong possibility that this tech- 
nique may be used not only to 
further reduce the time lag be- 
tween closing and copies in read- 
ers’ hands, but also to speed up 


the shifting process on newsstands, pa 
mentioned previously. for 
From the advertiser’s stand- : ‘All 


point, the most exciting mechan- he 
ical battle will be that between S 
letterpress and gravure: printing. 


Gravure has made enormous — 
strides in recent years and _ its aia 
adherents say it will make equally te 
impressive strides in the postwar res 
period, to the point where it will— P"°! 
offer advantages that are impos- presi 
sible to overlook. : oe 
On the other hand, one of the nd 
country’s largest publishers is said sath 
to have recently completed a de- will 
tailed comparative study of gra- vetiti 
vure and letterpress, and to hav tae 


come to the conclusion that letter- 
press has over-all advantage: 
which would make a changeover 
to gravure unwise. 
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Packard Appoints 


J. W. Raisbeck has been ap- 
pointed manager of the business 
management department of the 
sales division of Packard Motor 
Car Company, Detroit. 


Thati San Diegos tales outlook wn 


tial population increase 
every census since official 
figures were available. 


Include San Diego in your 
future sales plans. The 
Union and Tribune-Sun 
will help do the selling job! 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago « Denver e Seattle 
Portiand « San Francisco « Los Angeles 


fee the years. ahead 


This “pretty picture” is based on San Diego’s outstand- 
ing year ‘round tourist attraction, expanding agricul- 
tural and fishing wealth, industrial growth created by a 
half million county population, strategic postwar naval 
and military installations and a reputation for a substan- 
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‘Outside Agency’ 
Planned by Allied 
as Marketing Unit 


New York, July 11.—In a move 
to integrate production and dis- 
tribution and thereby create for 
itself a favorable position for post- 
war competition, Allied Purchas- 
ng Corporation this week an- 
nounced it will set up “an out- 
side agency” to facilitate the mar- 
ceting of major appliances and 
home furnishings items through 
the participation of non-competi- 
tive stores with those in its own 
group. 

At the same time Allied re- 
vealed that it has placed an order 
for 50,000 private brand auto- 
matic washing machines with the 


uly D, Od 


sin 


rket. F. I, Jacobs Company, Detroit, 
ger which already is preparing to 
nt., merchandise its own brand under 
the name of “Launderall.” Rex 
Jacobs; president of the Detroit 
bia le organization, reports an agreement 
ss, providing for 50,000 units a year 
end. for a three-year period. 
won Allied, the company points out, 
iaieen has always aimed at “balanced 
ating. national brand and private brand 
eb 7 selling,” and in addition to its own 
an its line of private brand items, has 
alls been a large outlet for. Frigidaire, 
wa Hoover and Tappan. The expanded | 
* will program will include not only| 
“f os. Major appliances but also such 
edt items as pianos. 
of the Details concerning the “outside 
gery agency” are not yet available, 
= we. with information on its form, who 
f gra- will head it, and what non-com- 
" "aad petitive stores will join to be re- 
Sodten leased later. 
etter- | 
ntages swae , 
seorf ‘Billboard’ Shows 
Radio Promotion 
- a = 
. af Winners’ Entries 
usiness Chicago, July 10.— Midwestern 
of the advertising agency men, station 
Motor managers and promotion execu- 


tives were guests of Billboard, 
amusement business weekly, at a 
luncheon, cocktail party and din- 
ner given in the Continental hotel 
today to open the Chicago showing 
of Billboard’s eighth annual radio 
station promotion survey. 

On exhibit were 112 entries 
which competed for 45 awards. 
Ad agency and sponsor’s radio de- 
partment men adjudged the en- 
tries by secret ballot. WOR, New 
York, won the over-all category 
award for clear channel network 
affiliated stations. 

me Other winners and categories 
were: WEEI, Boston, for over-all 
promotion, regional network; 
WDNC, Durham, N. C., over-all 
promotion, local-network; WEAF, 
New York, single promotion, clear 


channel-network; WTAG, Wor- 
| cester, Mass., single promotion, 
e : regional - network; KVFD, Fort 


Dodge, Ia., single promotion, local- 
network; WNEW, New York, over- 
all promotion, non-network; 
WYNC, New York, single promo- 
tion, non-network; CKLW, Wind- 
sor-Detroit, Canadian promotion; 
WLW, Cincinnati, 7th War Loan 
promotion, clear channel-network; 
WGR, Buffalo, regional channel- 
network, 7th War Loan promo- 
tion; WEBR, Buffalo, 7th War 
Loan promotion, local - network; | 
WEEI, Boston, over-all promotion, 
owned and operated stations, and 
WEAF, New York, single promo- 
tion, owned and operated stations. | 


“Since Zeke started adver- 
ising over WEDF Flint, 
our job is mighty risky.” 


~~ 


Fauser Heads Warner 


Erwin F. Fauser, executive vice- 
president and general manager of 
William R. Warner & Co., New 
York, manufacturing pharmaceu- 
tists, has been elected president, 
succeeding Dr. Marvin R. Thomp- 
son, who has resigned. 


To Petroleum Solvents 


Harry Lee, formerly eastern 
sales supervisor of Sinclair Re- 
fining Company, has joined Petro- 
leum Solvents Corporation, New 
York, as sales promotion manager. 


Joins Farmers’ Co-op 


Jean Krofsky, formerly educa- | 
tion editor of the Republican, 
Springfield, Mass., has joined East- 
ern States Farmers’ Exchange in- 
formation service, which handles 
publications and advertising for 
the cooperatives. 


Parkin Joins Greig 

Jack Parkin, formerly with 
Temple Studios, has joined James 
A. Greig & Associates, Chicago 
agency, as chief of its production 
department. 


| Allis-Chalmers List 
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store will operate under the Macy 
name. In addition to the San 

Allis-Chalmers Mfg. Company, Francisco operation, Macy’s now 
Milwaukee, has published a com-| has major units in New York 
prehensive directory of products| Newark, Atlanta and Toledo 
and engineering literature describ- | , 
ing its complete line of products. | 
Copies may be obtained free of |\CORN — HOGS — OATS — CHICKENS 
charge from the company. 


A G 

's Ge ’ ST. JOSE SE: 
Macy’s Gets Coast Store |P . sce A 
R. H. Macy & Co., New York,| © ro P 
has acquired O’Connor, Moffatt &| © E 
Co., San Francisco, through an ex-| $ s 


change of stock. Actual transfer 
is expected in September and the 


CATTLE — SHEEP — HAY — WHEAT 


Dominance 
IN COMPETITION 


Competition among New York newspapers is to- 
day—and has always been—at least as vigorous as 
competition among other enterprises. 


New York families probably have a wider choice 
of newspapers than any other families in America. 
Yet, in the face of this diversity and competition, 
the Journal-American has maintained evening 
circulation dominance for more than forty years. 


The reason, of course, is to be found in the kind 
of paper it is—and in the fervor and sincerity with 
which it serves the families who read it. 
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HEARST 


EWSPAPERS 


IN NEW YORK 
THE JOURNAL-AMERICAN 


EVENING AND SUNDAY 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING 


IN CHICAGO 
THE HERALD-AMERICAN 


EVENING AND SUNDAY 


SERVICE 
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Scott Elects V. P. 


Francis F. Plowman, general 
sales manager and a director of 
Scott Paper Company, Chester, 


Pa., has been elected a _ vice- 
president. 

Names Phil Gordon 
National Baking School and 


American School of Photography, 
Chicago, have appointed the Phil 
Gordon Agency, Chicago, to 
handle their advertising. 


NO USE TURNING 


CUSTOMERS AWAY 


If You 
Manufacture 


And yet you may 
noone i yee 
ere’s a illion 
dollar market you and Sell 
could encourage] COSMETICS 
simply or letting 
these people know you d welcome their 
business. For the Negro looks to his race 
yeets for guidance. Your advertising in 
he Negro papers can earn his confi- 
dence, good will and regular patronage 
But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Ine., 54° 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market 


Catalog Giants 
Plan for Huge 
Postwar Sales 


(Continued from Page 1) 
the number of their farm stores, 
and add many cross-road service 
stations; 
That these two larger companies 
will add more order stores, as 
Spiegel and Aldens may do also. 


Sales Doubled in Decade 


The four mail order giants to- 
gether accounted for about $1,- 
770,000,000 in gross sales last year. 
Sears’ gross sales for the fiscal 
year ending last Jan. 31 were $1,- 
015,000,000, up 15.9% over the 
previous year—the first billion- 
dollar mark ever reached by any 
chain except A&P, whose ’44 sales 
were around $1,400,000,000. 

Sears sales for the first six 
months of the calendar year add 
up to $471,000,000, nearly 9% over 
the same period of ’44. 


This record reflects a 100% in- 
crease over sales made by Sears 
in 1936 and a 300% increase over 
sales in 1920. (Technically, Sears’ 
sales amounted to a net of around 
$990,000,000 last year, returns of 
goods and year-end adjustments 
having amounted to some $25,- 
000,000.) 

Ward’s gross sales last year 
amounted to $663,519,000, as 
against $354,367,000 in 1936. 
Ward’s net sales were $621,000,- 
000. Thus Sears was about 50% 
ahead of Ward in sales last year, 
a greater lead than at any other 
time in the past decade. Sears was 
ahead 40% in 1936, about 20% in 
38, nearly 30% in ’41 and nearly 
40% in 743. 


Sears Stores Larger 


Sears’ advantage over Ward un- 
deniably results from Sears’ 
heavier sales in department stores. 
About 60% of Sears’ sales are 
made by its department stores, 
which number 617 (including 14 
agent stores), and by its 85 or so 
farm stores. Although Ward de- 
partment stores number about 250 
and it operates around 100 farm 
stores, these probably do not ac- 
count for more than 50% of its 


TODAY.. You Caut euun 


PLANES IN A BICYCLE SHOP 


b :suggl is where Wilbur and 

Orville Wright built their first 
airplane, in their bicycle repair 
shop in Dayton. They made parts 
individually by the cut and try 
method — as everything was 
made then. Their tools were al- 
most primitive in their simplicity. 


Modern Aircraft manufacture re- 
quires thousands of large, com- 
plex and expensive machines and 
tools . . . great floor space... 
intricate contro] systems. Parts 
must fit without trying and they 
must arrive at the point where 
they are needed at exactly the 
But in the midst of 


this seeming perfection is con- 


right time. 


stant and continuous change. 
New ways are found to make 
parts better ... and faster... 
and cheaper. Every day new ma- 
chines and improved tools are 
designed and built to do a par- 
ticular job better. 


Ever since its inception 12 years 
ago PRODUCTION Engineering 
& Management has helped pro- 
duction executives to keep pace 
with the progress of production 
methods in aircraft building and 
in all mass production industries. 
New methods . . . improved proc- 
esses . . . better techniques are 
reported to production execu- 


tives while they are still new. 


Vital information is presented 
accurately in an interesting and, 
above all, understandable and 
useful manner. 


Advertisers have found that this 
emphasis on utility has meant 
more interest from more readers 
. . . and more real sales-making 
inquiries. Ask your Bramson rep- 
resentative to show you some 
actual examples of more inquiries 
from PRODUCTION Engineering 
& Management. 


sales. This is because Ward op- 
erates only 12 large so-called “A”- 
size department stores, as against 
about 40 “A” Sears stores. The 
two companies may well be even 
on their catalog sales, even though 
Sears has some 268 order stores 
against only 200 for Ward. 

The number of farm, order and 
department stores owned by the 
two companies has remained static 
during the war. But that each 
company intends to increase the 
number of its retail outlets is evi- 
dent from recent real estate pur- 
chases and some closely guarded 
admissions of plans to operate 
large stores in such cities as San 
Antonio (Ward), Knoxville 
(Sears) and Mexico City (Sears). 


More Farm Stores Coming 


The number of department 
stores each will add after the war 
certainly will not be as great as 
the number of farm stores they 
will add. Ward and Sears built 
up their department store retail 
chains in the dozen years from 
1928 to 1940. The farm units were 
added only in the three or four 
years preceding the war. These 
smaller units may be increased to 
around 1,000 by each company 
within a comparatively short time 
after the war ends. 

The farm stores, located in small 
cities and towns, carry a line of 
work clothing, “general store” 
merchandise, seeds, farm machin- 
ery and the like, and are intended 
more or less to be crossroad shop- 
ping centers for farmers. Many of 
these stores will no doubt include 
auto service station facilities, rest- 
rooms and restaurants. Sears and 
Ward already operate a number 
of service stations, some in con- 
nection with “A” department 
stores. The companies went 
strongly into sales of feed and 
similar merchandise only in recent 
years, 


Chains’ Share Constant 


Mail order and chain store sales 
increases in recent years have not 
been at the expense of indepen- 
dent retailers. Department of 
Commerce figures show that 
chains currently account for 
around 23% of all retail sales. 


Advertising Age, July 16, 194 
the depression and 144% higher 
than in 1929. Thus the chains’ 
share has remained nearly con- 
stant during the past two decade: 
which saw Safeway Stores sale: 
increase 2,200%, Walgreen Com- 
pany sales nearly 2,000%, J. C. 
Penney 600%, Kroger 400%, A&P 
300%, Kresge 140%, and F. W. 
Woolworth, Sears and Ward abou: 
100%. 

In recent years, Sears and Ward 
have overhauled and vastly im. 
proved their warehousing systems. 
In the past 8 or 10 years they have 
established systems of warehouse 
throughout the country, with each 
warehouse supplying goods to re- 
tail stores in a given area. Sears’ 
ten and Ward’s nine regional mail 
order houses no longer are ware- 
houses for their extensive retai! 
systems. 


Advertised Brands Added 


Only recently, also, have the 
companies gone in heavily for 
brand-name items—or, at least, 
a definite trend toward offering 
brand-name soft and hard items 
in catalogs and stores has finally 
been established. It is safe to say 
the companies will be “heavily” 
engaged in selling branded mer- 
chandise for the first time post- 


ar. 

The trend toward national 
brands which became evident be- 
fore the war, and in which Spie- 
gel pioneered in the middle ’30s, 
must be considered in relation 
to the effect the companies’ cat- 
alog business has on their re- 
tail business. The retail depart- 
ments consider the catalog impor- 
tant to their own operations. The 
catalogs act as national advertis- 
ing for the stores’ own offerings. 
The stores will not carry heavy 
merchandise that is not listed in 
the catalogs. 

Brand name items not only 
pull in traffic to the stores, but 
the stores realize a greater net on 
the sale of an outside, nationally 
advertised product than they do 
on competing mail order house 
products which are sold on a com- 
paratively low mark-up basis. 


Wider Outlet Sought 
Sears and, to a much greater 


This is 1%% lower than during 


extent, Ward catalogs of the past 
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10 years show that this move 
toward nationally advertised goods 
actually had only begun to gain 
momentum by 1939. It is gen- 
erally believed that the trend 
resulted mainly from manufac- 
turers’ realization that the mail 
order houses have by now estab- 
lished a reputation for being deal- 
ers in quality merchandise as well 
as in cheaper merchandise, that 
nationally advertised goods there- 
fore do not suffer in reputation 
from being listed in the catalogs 
and that such listings provide na- 
tional distribution in a manner 
difficult to achieve otherwise. 

This trend has also affected 
Spiegel, Inc., third-ranking mail 
order house. Last year’s Spiegel 
fall-winter catalog listed many na- 
tionally advertised lines of wom- 
en’s fashions, and additional ones 
have since been added, although, 
because of the paper shortage, the 
45 fall-winter book due out later 
this month will not include a page 
on Spiegel’s “Fashion Hall of 
Fame.” 


Spiegel Again Opens Stores 


As has been reported in ApDvER- 
TISING AGE, Spiegel last year went 


into the retail store business, 
spending $5,000,000 to acquire 
about 100 stores, including 46 


Sally fashion stores in the Mid- 
west and Southwest, 26 Beverly 
fashion stores in eastern, mid- 
western and southern states, 20 
West Coast Federal stores (home 
furnishings, clothing and jewelry), 
five Strauss & Schram furniture 
stores in Chicago, and two stores 
handling children’s wear. Since 
then it has set up a Spiegel store 
in Sheboygan, Wis., to carry com- 
plete lines of women’s clothing and 
a home furnishings store in Okla- 
homa City. The company intends 
to purchase additional stores of 
various sizes and types. 

These purchases represent a re- 
entry by Spiegel into the retail 
business. 

The firm started out 80 years 
ago as a furniture store company 
and maintained several stores of 
this type until 1930. Spiegel’s 
greatest expansion came during 
the depression. It then did busi- 
ness primarily as a credit house; 


most of its customers in 1932, 
33 and ’34, as well as in more 
recent years, could buy from 


Spiegel without making any down 
payments. 
Drops Credit Policy 

Its sales rose rapidly during the 
depression and increases continued 
right up to 1942. Sales in ’37 
were $44,500,000 and in ’41 were 
$57,000,000. The government’s ac- 
tion early in the war, restricting 
time payment sales and establish- 
ing uniform credit terms for all 
industries, had as sericus an effect 
on Spiegel as on any large com- 
pany in the nation. Sales dropped 
to $41,000,000 in °42 and to $28,- 
000,000 in ’43. By then the com- 
pany had decided to abandon its 
long-established and widely pub- 
licized policy of featuring “no 
charge for credit.” 

The change-over to sales for 
cash disrupted customer relations 
and the Spiegel internal opera- 
tions, as sales figures indicate. 
Spiegel currently is reported sell- 
ing about half its goods for cash, 
and probably will continue sell- 
ing for cash for some time after 
the war ends, Spiegel officials re- 
fuse to say whether they think 
the firm will ever go back to the 
old basis. 

Acquisition of the retail stores 
has already nearly doubled Spiegel 
incom, For the first six months 
thi Year Spiegel sales totaled $29,- 
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008,000, against mail order sales 
only of $14,900,000 for the same 
period in 1944 and $14,455,000 
in 43. 


Mail Orders Also Up 


Most of this increase comes from 
the Sally chain, reportedly doing 
business at the rate of about $10,- 
000,000 a year. Part of the in- 
crease undoubtedly results, on the 
other hand, from increased mail 
order business originating at order 
desks which have been set up in 
many of the retail stores. 

The company has not yet de- 
cided on a policy regarding order 
desks. Some of these have been 
experimented with in Deeprock 
Oil Company filling stations, in 
Food Fair stores in the East and 
elsewhere, but Spiegel spokesmen 
insist that nothing definite has yet 
been decided, except that its own 
retail stores will include order 


desks wherever space permits. 
Neither have these officials 
reached any definite conclusions 
about the retail stores, although 
these so far pretty much follow 
the “five store’ plan the company 
has been talking about for the 
past two years. This plan contem- 
plates five types of stores: stores 
for women, carrying a wider line 
of accessories and wear than mos? 
of the Sally and Beverly stores 
yet handle; boys’ and girls’ stores: 


men’s stores; home _ furnishings 
stores and hardware-farm-auto 
stores. 


Operate Few Factories 


Two of the former Strauss & 
Schram stores have been remoc- 
eled and renamed Spiegel home 
furnishing stores. Some Federa! 
stores probably will later be made 
over into men’s stores in which 
made-to-measure suits will be of- 
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‘fered. The firm has yet to buy|company purchased a department 


r build any hardware-farm-auto |store in Springfield, Ill., and an- 


stores, 
cing up a chain of department | 
stores. 

Less than two years ago the 
company bought its first manufac- | 
turing plant, the Dortch Stove} 
Works. This plant now is making 
war material but after the war 
will make stoves and _ possibly 
ther consumer products. Inci- 
dentally, Ward owns only two 
manufacturing plants, one making 
pumps and mechanical equipment 
and the other making paint; Sears 
wns or controls about a dozen 
slants making various commodi- 
cies, and Aldens Chicago Mail Or- 
jer Company owns no manufac- 
turing plants. This field is one 
the companies may have to enter 
if they expand much more. 

Until 1944 Aldens was strictly 


It has no intention of set- | other 


in Kankakee, Ill. It has 


a catalog house. Last year the 


FOR POSTWAR PLANNING 


We can clip all, or typical, speci- 
mens of advertisements and editorial 
articles on postwar themes. Many 
organizations are.building postwar 
reference files NOW. We have back 
issue files of most business papers. 

Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 
manufacturers and their advertising 
agencies use this service. 


BACON’S CLIPPING BUREAU 


BUSINESS FARM — GENERAL 
PAPERS MAGAZINES 


PAPERS 
221 N. LASALLE ST., CHICAGO 1, ILL. 


EE that look of aliveness? It tells 
you she’s young! That expression 


bespeaks imagination.. 


emotion! 


And for the moment she’s swept 
away in a thrilling love story by 
Ursula Parrott—one of the gifted 
company of authors who regularly 
write for Cosmopolitan. 


Her stories are typical of the great 


Right now, she’s an Urs 


*, 


ula Parrott heroine... 


ahs 


. curiosity... 


writing in Cosmopolitan. And great 
writing makes great reading! It stirs 
the senses. It makes a girl long for, 
and look for, romance. 


That’s your tip, Lambert! Now that 
she’s reading Cosmopolitan—speak 
your piece. Tell her again—while she’s 
under the spell of Ursula Parrott’s 
gay romancing—how Listerine raises 
her chances for popularity. And while 


osmopolitan 


GREAT WRITING MAKES GREAT READING 


... speak your piece, Lambert, 


she'll listen now! 


she’s listening, why not tell her about 
Listerine Tooth Paste? 


You'll never find her more recep- 
tive! For she’s just been through the 
emotional world of Ursula Parrott, 
Faith Baldwin, Sinclair Lewis and 
the other great Cosmopolitan writers. 
Emotion makes wars, emotion makes 
marriages, emotion makes SALES! 


*An advertiser in Cosmopolitan since 1914 


Emotion makes Wars 
Emotion makes Marriages 
Emotion makes Sales 
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now set up a retail store division, 
headed by J. R. Little, formerly 
an executive of Ward’s retail or- 
ganization, and is negotiating for 
the acquisition of other depart- 
ment stores. 

Eventually Aldens will operate 
a chain of general department 
stores in six or seven states around 
Chicago; most or all the stores to 


be in cities of from 25,000 to 100,- 
000 population. 

Aldens officials have not yet de- 
cided whether or not the develop- 
ment of a retail chain will mean 
a permanent end to their former 
policy of operating order stores 
and small specialty stores. It had 
13 such stores a couple of years 
ago. These stores were closed 
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BS OF NAVY 


“FIRE FIGHTERS WILL ADD TO 
@WORCESTER’S STABILITY 


ee ee ae” 


TOMORROW 


ea 
eS 


) 


Rockwood WaterFog, the famous extinguisher of 
flammable liquid that cools the fire, blocks off vapors, and 9 
diminishes the oxygen supply with its tiny water particles, 
is now familiar to all damage and fire control men in 
the Navy. William J. Carroll, President of Worcester’s 
Rockwood Sprinkler Company, manufacturers of WaterFog 
equipment says, “We are counting on the return of these 
thousands and thousands of Navy men to their former, 
or new civilian positions as fire fighters of all types, with 
a thorough knowledge and an enthusiastic appreciation 
of Rockwood WaterFog. They are our future salesmen on 
whom we are basing post war production plans for both 
WaterFog fixed piping, hose nozzles and extension applica- 
tors far in excess of pre war figures. In this respect we 
have every expectation of contributing to the continued 
stability of Worcester’s employment level.” 


Again Worcester Industry speaks for itself — for 
Worcester’s continuance as a major market. Blanket cover- 
age of this market is available with the Telegram-Gazette’s 
circulation: over 130,000 Daily and 85,000 Sunday. City 
Zone Population 235,125. City and Retail Trade Zones 
440,770. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS | 
GEORGE F BooTH Pubisher- - = 
PAUL BLOCK and ASSOCIATES, NATIONAL REPRESENTATIVES | 


OWNERS of RADIO STATION WTAG 


partly because of shortages of 
goods and of manpower and partly 
because the company believed that, 
for the money involved in oper- 
ating them, it was wiser to use 
available funds to set up depart- 
ment stores. 


Will Remain Women’s House 


Although the new retail chain 
will sell a full line of general mer- 
chandise, requiring purchase of 
many hard lines which Aldens has 
never offered in its catalogs, the 
company definitely plans not to 
widen its catalog offering by in- 
clusion of such items as tires, 
tools, refrigerators, men’s suits or 
the like. It has always been a 
women’s house and it always will 
be, as plans now go. 

This is not to say that Aldens’ 
list will not include new items 
after the war. It means that hard 
lines will be added (it has handled 
a few appliances and housewares 
in recent years), and that these 
will be confined to hard lines 
which women buy. Washing ma- 
chines, for example, will be added, 
but refrigerators and other major 
appliances will not. 


Expects $75,000,000 Sales 


Last year Aldens’ sales were 
around $42,000,000 and are run- 
ning at about that rate this year. 
A large buying staff is already set 
up to procure additional types of 
soft and hard goods, and almost 
the minute wartime restrictions 
lift, the Aldens catalog wiil be out 
with a lot more pages than it has 
ever had before. The company is 
confident its catalog and retail 
sales will reach $75,000,000 within 
a few years. 

It was only two years ago, in- 
cidentally, that the company be- 
gan its “Aldenization” program to 
personalize the company, by add- 
ing Aldens as a prefix to the 
Chicago Mail Order Company 
name. Two out of three customers 
at present address the company 
as Aldens, a proportion which 
company policy makers consider 
excellent for this date. 


Beaunit Launches Drive 


Beaunit Mills, Inc., New York, 
is launching a campaign of color 
pages in national magazines, sup- 
ported by newspaper rotogravure 
and radio, for its Beaunit fabrics. 
Norman D. Waters, New York, is 
the agency. 


Ad Club Elects Mugford 


Edwin Mugford, manager of the 
Seminole Hotel, has been elected 
president of the Jacksonville Ad- 
vertising Club, succeeding W. 
Harold Duguid. Marshall T. Res- 
pess and William A. Dunlap were 
reelected treasurer and secretary, 
respectively. : 
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Kansas City Retailers 


Choose KCMO 


(Following is a partial list of Leading 
Kansas City Stores using KCMO) 


SEARS, ROEBUCK & COMPANY 


DIAMANT'S 


ROTHSCHILD & SONS, INC. 


EMERY-BIRD-THAYER 


UNION CLOTHING COMPANY 
JONES STORE COMPANY 
CROWN DRUG COMPANY 

PALACE CLOTHING COMPANY 
ROBERT KEITH & COMPANY 


THE MISSOURI STORE 
GEO. B. PECK’S, INC. 


5000 
WATTS 


KANSAS CITY, MISSOURI 


LTS Built 


TRAFFIC! Store traffic that flows 


from KCMO advertising to cash 
registers in retail stores is the 


proof of results... These are results 


thatcan be measured day by day 
IN SALES! If you want results that 
will build sales for, your product, 
follow in the footsteps of leading 
Kansas City retailers... They use 
KCMO for their major radio pro- 
grams because they kn@w it pays. 
Get on the proven pathway 
to increased sales through KCMO 


advertising ‘by contacting your 
nearest Pearson office or KCMO. 


Basic 
AMERICAN STATION 


of the American 
Broadcasting Company 


Represented by JOHN E. PEARSON COMPANY—Chicago, New York, Kansas City 


FIC Sees Nothing 
Strange in Rules, 
Grades for Tuna 


‘Catalog of Practices’ 
Aids Industry, Trade 
Chief Declares 


Washington, July 11.—As the 
FTC sees it, there is nothing un- 
usual in the fact that the commis- 
sion has written grades for canned 
tuna, or promulgated rules requir- 
ing packers to use the correct FTC 
identifications on their labels, and 
in their advertising. 

For one thing, FTC says, the 
tuna rules issued late last month 
are merely a minor revision of 
rules that have been in effect since 
1940. But beyond that, FTC 
claims the rules were requested 
by, and written with the consent 
of the industry, for the industry’s 
information and benefit. 

Trade practice rules have been 
drawn up by FTC for more than 
150 industries, some of the recent 
ones being “button jobbing,” 
“wood cased lead pencils,” “low 
pressure refrigerants” and “razors 
and razor blades.” 


Catalog of Practices 


According to Henry Miller, who 
is in charge of the commission’s 
trade practice work, the rules are 
little more than a “catalog of 
practices” which enable a particu- 
lar industry to determine practices 
which are likely to be challenged 
under the Robinson-Patman fair 
trade practice law, and to avoid 
expensive and embarrassing liti- 
gation. The grade matter in the 
tuna case is a bit unusual, Mr. 
Miller admits, in that only a rela- 
tively few of the FTC industry 
codes contain this feature. Grades 
were defined in the macaroni and 
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Advertising Age, July 16, 

the preserve industry codes, how- 
ever, he points out, and they were 
introduced in the original tuna 
code in 1940. 

Trade practice codes are issued 
by FTC after a_representativ« 
number of firms in an industry re 
quests action. The rules are de- 
termined in conference with th: 
industry, and a tentative draft i: 
distributed before they becom« 
binding. Once adopted, each in- 
dustry member must comply, or 
peril of punitive action by the 
commission. 


Definitions Provided 


In the tuna code, FTC set uy 
definitions for two _ grades of 
“fancy tuna” and “fancy white 
meat;” two grades of standard 
tuna, two of grated or shredded 
tuna, and two of tuna flakes 
Finally, it listed by Latin and 
English names the species of fish 
that shall be considered “tuna.” 

Typical of the FTC grading is 
the definition of “fancy tuna,” 
which is said to be “choice cuts 
of cooked tuna, from fish weighing 
not more than 60 pounds round 
weight, packed in cans, with large 
pieces of solid meat, and with one 
or two small pieces of solid meat 
added, if necessary, to bring the 
contents up to the required weight, 
but not including any flakes (nor 
any grated or shredded tuna), 
added at the time of packing.” 

Agreement on _ definitions is 
necessary, FTC said, so that the 
commission can eliminate unfair 
misrepresentations in the sale of 
the products. The definitions are 
put right to work in the code, 
to outlaw “deceptive designa- 
tions,” “deceptive concealment of 
species and quality,” “misuse of 
terms extra fancy and extra se- 
lect,” “misrepresentation of indus- 
try products in general,” and “de- 
ceptive depictions in general.” 


Products Must Conform 


It works simply. FTC merely 
states that “It is an unfair trade 
practice to sell, offer for sale, ad- 
vertise, describe, or otherwise rep- 
resent directly or indirectly” any 
industry product as one of those 
defined by FTC “when such prod- 
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NASHVILLE LED ALL CITIES OF THE UNITED STATES in per- 
centage of gain in department store sales for the first quarter of 1945 
compared with the same period in 1940. 


The first ten cities were: Nashville, up 184%; Oklahoma City, up 
180%; Seattle, up 165%; Fort Worth, up 163%; Phoenix, up 157%; 


Indianapolis, up 140%; Birmingham, up 127%; Baltimore, up 124%; 


Toledo, up 113%; Los Angeles, up 107%. 


Retail sales in Nashville 


| 
are definitely booming. Advertisers use Nashville’s two great news- 
| 


papers to blanket this market. 


NASHVILLE CITY ZONE POPULATION....... 257,726 


NASHVILLE 


uae Se 


MARKET POPULATION......... 920,845 


ashville Banner ‘The Nashville Tennesseai 


EVENING MORNING SUNDAY 
| é NEWSPAPER PRINTING CORPORATION, ACENT 
—Regresented by Fhe Branham 
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wel uct does not conform to the defi- | Administration, he points out that|partment might take a hand in|owned subsidiary of International 
ere nitions set out above.” i food and drug standards do not|encouraging the formation of ad-/|Detrola, radio, electronics and 
ina It is also unfair, and subject to | exist for many fields where FTC | ditional industry codes. machinery company with plants gONER IN THE 
. “appropriate proceedings in the|wishes to issue trade practice Mr. Miller points out that the/ located at Detroit, Mich., and Elk- & 
ao public interest,” to conceal decep- | rules. trade practices actually do not| hart and Indianapolis, Ind., is ex- 
ave tively, or fail or refuse to disclose Whenever Food and Drug has/|represent a restriction on the in-| pected to play an important role 
the species of tuna used in a| developed standards for an in-| dustry, but merely an interpreta- | in Detrola’s postwar program of 
the product advertised, described, rep- | dustry in its work of controlling} tion and listing of the industry | manufacturing home and automo- 
¥ resented or offered for sale, and/food from the point of view of | Practices which would be suscep-|bile radio receivers, home appli- 
A it is unfair to use such expres-| health, FTC is willing to use those | tible to independent action by the|ances, aircraft and automobile 
me sions as “extra fancy fillet,” “ex-| standards in its fair trade practice | FTC under the Robinson-Patman| parts and sub assemblies, and 
=- tra select,” to imply superiority | work, Mr. Miller said. and other FTC acts. other products. William Allfs, 
Or over FTC “fancy” and “standard” Other practices outlawed in the | Detrola vice-president and general 
the grades, unless it is a fact. Industry Sets Standards tuna code are: Imitation of trade-| counsel, was named a Rohr di- 
FTC also rules out advertising I ‘ marks, use of short-weight| rector. 
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kes. J <ize, preparation, packing, distri- |!aSt month was the section deal- specialty manufacturer, and man- 
and [iiutten or manufacturer of the|ing with grated or shredded tuna. . ufacture and distribution of the 
fish J product. Work of the FTC trade practice Elect Feldman Chairman products involved will continue 
na.” } ‘ unit was lauded in a repor : after equipment and production 
g is Controls “Tunno’ Use the committee of business Bred of Rohr Aircraft Board facilities are shifted to Fremont. 
na,” Finally use of the word “tunno” |making up the small business ad- C. Russell Feldman, president} Included in the transfer are the 
cuts is confined by definition, and the|visory committee of Commerce|and board chairman of Interna-|Dura-Products Decalcomania 
hing fuse of foreign insignia implying | Secretary Henry Wallace in a re-| tional Detrola Corporation, has/| transfer division, license plate em- 
und “tunno” is controlled. cent report. The small business| been elected chairman of the} blem division and miscellaneous 
arge While Mr. Miller concedes that| group called Mr. Wallace’s atten-| board of directors of Rohr Air-| metal products division. Adver- 

one [the promulgation of food stand-/|tion to the FTC’s efforts in elimi-| craft Corporation, Chula Vista, | tising and sales promotion will be 
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In recent months there have been 
floods of conflicting reports and 
rumors concerning highway traffic. 
The services of an independent survey 
company were employed by National 
Advertising Company to obtain an 
unbiased picture of the 1945 traffic 
trend. A few of the facts revealed by 
this survey show: 


What Does This Mean To You? 


Traffic count is on its way up. The 
public—the buying power of the na- 
tion—is returning to the highways in 
increasing numbers. Yet, National 
Advertising rates have not increased. 
Cash in on these advantages NOW. 
Select your locations TODAY for 
erection of your displays at a later 
date. We urge that you ‘“‘sign up” 
now while locations best suited to 
your market are available. 

National Advertising highway dis- 
plays are modern and well constructed 
—signs that offer permanent adver- 
tising that again and again drives 
home your message. 


1. Traffic count is on the upswing now and will 
gain greater momentum in the coming 
months. 


THE SHREVEPORT TIMES 


2. Tire production for passenger cars will 
reach its highest peak since 1941. 


The automobile industry plans 2,000,000 
automobiles q year after Germany's sur- 
render—250,000 is the goal for 1945. 


In the Ark-La-Tex : P 
Area, KWKH, 


with its | 
4 ; Write Today for Y F. ¢ f 
Distinctive | rife fo o or four rree opy o 50,000 W atts 
OUTDOOR Facts about is the No. 1 Medium 
726 DISPLAYS Highway Advertising Today” with full coverage 
B43 and SELLING 


POWER in this 


prosperous market. 


i | = NATIONAL ADVERTISING COMPANY 


WESTMINSTER - MARYLAND 


The Branham Co 
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54 
Adds Newspapers 


The new blended Mount Vernon 
whisky is being promoted in news- 
papers with the addition of dailies 
in 29 eastern cities to the cam- 
paign now sponsored by National 
Distillers Corporation, New York. 
The campaign uses 800 and 400- 
line insertions and is scheduled 
to run throughout the summer and 
early fall. Arthur Kudner, Inc., 
New York, is the agency handling 
the account. 
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The preferred source 
of daily business news 
for management men in 
the nation’s greatest 

industrial area— 
the Central West. 


San Francisco Area 
Seeks World Trade 


Coordinated promotion of world 
trade for the San Francisco Bay 
area will be developed by the 
newly-organized San Francisco 
Bay Area World Trade Commit- 
tee. 

Participating are the chambers 
of commerce of Alameda, Berk- 
eley, Oakland, Richmond, San 
Francisco and San Jose, the Oak- 
land Foreign Trade and Harbor 
Club and the San Francisco For- 
eign Trade Association. 

Charles M. Romanowitz, Yuba 
Mfg. Company, representing the 
San Francisco chamber, has been 
elected chairman of the commit- 
tee; Arthur G. Caldwell, Food 
Machinery Corporation, represent- 
ing San Jose, vice-chairman, and 
John A. Sowers, manager, world 
trade department, Oakland cham- 
ber, secretary. 


Baton Rouge Club Elects 
V. P. Gayle, Gulf States Utilities 
Company, has been elected presi- 
dent of the Baton Rouge Adver- 
tising Club. He succeeds C. B. 
Warren, Lamar Advertising Com- 


pany. 
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Fuller Says Local 
CED Units Make 
Best Job Plans 


Chicago, July 11.—Postwar pro- 
duction adequate to sustain full 
employment depends primarily on 
adequate planning by “local in- 
dustry” and not on planning by 
government or business on a na- 
tional basis, said Walter D. Fuller, 
chairman of the field development 
division of the Committee for 
Economic Development and presi- 
dent, Curtis Publishing Company, 
at a meeting of division local and 
regional committees here yester- 
day. 

Mr. Fuller revealed that 2,800 
local committees having a direct 
membership of 60,000 persons now 
function in 85% of all cities of 
10,000 population or more and in 
45% of towns of from 1,000 to 
10,000 population. The meeting 
was held to receive reports on 
local units’ efforts to find jobs 
for returning servicemen, to in- 
crease production after the war 
and to estimate postwar job levels. 

Asked whether he could esti- 


25.6% of the population of New York 
25.9% of the population of Illinois 
30.8% of the population of New Jersey 
24.8% of the population of Pennsylvania 
26.4% of the population of Wisconsin 


...ts Catholic! 


The figures on any of the other states in which 
you may be interested are available on request. 


You can reach this responsive Catholic Market at low 


cost through the pages of this “UNIT” 
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REPRESENTATIVE 


C. D. Bertolet & Co., Inc. 


UR SUNDAY VISITOR - REGISTER UNIT 


30 NORTH DEARBORN ST., CHICAGO 2, ILL. 
ROOM 803, 110 EAST 42nd ST., NEW YORK 17, N. Y. 
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WINS SCHMIDT AWARD—This Union Oil Co. poster, chosen by the 42nd 

annual conference of the Pacific Advertising Association for the Max Schmid? 

Memorial award, gets the attention of Jack Smock, left, vice-president anc 

account executive of Foote, Cone & Belding; W. H. Geis, center, assistan! 

to the president of Union Oil, and Charles Porter, FC&B art director, who 
designed the poster. 


mate national employment to be 
expected after V-J Day, Mr. Ful- 
ler asserted that he had no definite 
figures to give, that too much 
emphasis is placed on national 
statistics and too little on getting 
“a good job done in the local city,” 
and that “you never solve things 
in big national figures.” 


Survey Reveals Optimism 


Such cities as have completed 
surveys on the subject indicate, 
however, that business men ex- 
pect their postwar business to be 
from 30 to 45% over business in 
1940, he asserted, adding that 
such an increase (which is in 
terms of 1940 prices) will prob- 
ably suffice to provide jobs for 
all seeking work. 

C. Scott Fletcher, general man- 
ager of the CED, said that the 
final report of the CED marketing 
committee on probable increases 
in production by industries and 
in employment levels, 1947 over 
1939, will not be made public 
until September. 

The preliminary report, as was 
revealed by the Wall Street Jour- 
nal and by ADVERTISING AGE (AA, 


May 28), estimated postwar em- 
ployment at 54,200,000, an increase 
of 29.1% over ’39 employment. It 
predicted that sales of manufac- 
tured products will be 41% higher 
in ’47 than in ’39. 


WPB Charges Four 


Exceeded Paper Quotas 


The WPB has ordered the 
Springfield Union Publishing Com- 
pany and the Republican Publish- 
ing Company, Springfield, Mass., 
to reduce their paper consumption 
100 tons per quarter during the 
second half of 1945 and first half 
of 1946 to pay back newsprint al- 
legedly used in excess of quota 
during 1943 and 1944. 

The same announcement said 
that Gartner Publishing & Litho- 
graphing Company, Los Angeles, 
had been ordered to pay back five 
tons per quarter during the year 
begun July 1 for over-use of paper 
during a corresponding period in 
1943 and 1944. Seaboard Envelope 
Company, Los Angeles, and Smith 
Envelope Company, Detroit, have 
also been ordered to pay back 
paper used in violation of quotas 
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35 East Wacker Drive, 
Chicago 1, Ill. 
Phone: STAte 7942 


Member of the American Ass 
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Greenville 
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Coldwater 


90%, 92°%—Yes! Even 96% coverage. 


newspapers of the Michigan League of Home Dailies 


Midland 


Ypsilanti 


Michigan League 
Lower Peninsula Newspapers 
Serve 21 Communities 


As Only Good Home Town Newspapers Car 


That's the way 


a service to advertisers that 


they can get through no other medium. 


SCHEERER & COMPANY 


National Advertising Representative 


441 Lexington Ave., 
New York 17, N. Y. 
Phone: MUrray Hill 2-2423 
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ir made, informed _ government 
nid sourees are hoping for 50,000 to 
anc —}100,000 tons during July, and at 
tan’ Bicast 200,000 tons during the cur- 
whe ent calendar quarter. 
Two Shipments Arrive 
- em- § One ship load of chemical grade 
‘rease Bpulps arrived from Sweden on 
nt. It FJune 29, the Department of Com- 
ufac- Fmerce reported Monday, and it 
\igher fnow says that additional sailings 
of light pulps used in the produc- 
tion of paper have been reported. 
Second arrival was recorded later 
in the week. 
las International conferences have 
d the already determined that a sizable 
Com.(share of Swedish wood pulp will 
blish-$2¢ @Vailable to the United States 
Mass. shipping is provided. While no 
nption announcement of the assignment 
ig the met American bottoms to the wood 
t half pulp trade have been made, it is 
ol q|.geeported that 30 Swedish vessels 
conte vill be active in that work. 
q In anticipation of the arrival of 
said ie number of wood pulp shipments 
Litho- t scattered eastern ports, the De- 
ngeles artment of Commerce has prom- 
ke five sed to issue a weekly report of 
ear evood pulp imports by grade and 
ey ~ ort of entry. The first shipment 
Oe in irrived at New York and involved 
velope 2.216 tons valued at $210,887. 
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First Swedish 
Pulp Shipments 
Arrive in U. S. 


Washington, July 11.—A steady 
flow of Swedish wood pulp dur- 
ing the next few months is ex- 
pi cted to clear the way for addi- 
tional relaxation of print paper 
restrictions, but even after pub- 
lishers Win additional paper offi- 
cials here warn that military re- 
quirements will call for aggres- 
sive Waste paper collections to 
provide raw materials for con- 
ta and other military equip- 
ment. 

While no official estimates of 
the Swedish shipments have been 


Smith 
, have 
r back 
quotas 


. Sees Gradual Improvement 


In its monthly pulp and paper 
eport for July, issued today, the 
iepartment warned that no sud- 
len bonanza in pulp wood, wood 
hulp, paper or paper board sup- 
blies is in sight, but that “a grad- 
lal improvement is anticipated 
ver the course of the next several 
months.” 

As conditions improve, Com- 
erce said, relaxation or complete 
bolishment of WPB orders af- 
ecting the various segments of 
he industry will be promptly 
orthecoming. The report predicted 
hat a slightly larger supply of 
vod pulp from domestic and 
anadian sources may be avail- 
ble in the third quarter beyond 
he moderate increase already es- 
imated in the third quarter allo- 
ations. Even though the supply 
f white pulps “will be modestly 
asier,” continued heavy war 
eeds for paperboard and kraft 
re expected to keep the sulphate 
ituation tight. 

Uncertaintly over the actual 
ize of Swedish shipments may 
ontinue until September, the re- 
ort warned. “It would seem wise 
r American importers and con- 
mers to accept this condition 
almly until reliable facts clarify 
ie situation,” Commerce advised. 


orms New Companies 


Dr. Marvin R. Thompson, who 
las resigned as president of Wil- 
am R. Warner & Co., and di- 
ctor of the Warner Institute for 
ferapeutic Research, has an- 
bounced plans to form ‘three sepa- 


Join ‘Traffic World’ 


Nathaniel C. Hudson, formerly 
editor of Northwest Package & 
Tavern News, Wisconsin Beverage 
and Northwest Organizer, has 
joined Traffic World, Chicago, as 
assistant to the editor. Edwin F. 
Hoffman Jr., formerly with New 
York agencies, has joined the pub- 
lication’s New York office as rep- 
resentative specializing in publish- 
ing research, 

Paul A. Amundsen, formerly 
assistant advertising manager of 
Acme Steel Company, Chicago, 
has been appointed editor of World 
Ports, published by Traffic Service 
Corporation. 


Becomes Fabricon 


Detroit Wax Paper Company 
has changed its name to Fabricon 
Products, Inc., to cover current 
activities including cellophane and 
printing ink production and plastic 
molding operations, A new factory 
unit has been placed in production 
to house the plastic and automo- 
tive divisions of the company. 
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FAVORITE OF MILLIONS IN NATION S THIRD MARKET 


N BC and top- 


notch local pro- 
grams...a “must” 
for most. 50,000- 
watt power creates 
directed - coverage 
pattern that con- 
centrates its signal 
in the rich, indus- 
trial Philadelphia 
trading-area. 


ale operating companies: Marvin 
.. Thompson, which will manu- | 
actire and distribute the MRT | 

vd of ethically-promoted phar- | 
eutical specialties; Paul 
ipson Associates, to handle 
P-T-A brand of consumer- | 
moted pharmaceutical and | 

accessories, and M-R-T, | 
to study trends in cosmetics. | 
juarters are located at Stam- | 
Conn, 


ves Lees-Cochrane 


1es W. Dunaway has resigned | 
e-president of Lees-Cochrane | 


> D 
oO 


any, Bridgeport, Pa. rug 
«ni facturer. With the company 
4 years, Mr. Dunaway has 


active in directing its policy 
ctive distribution. His plans 
> announced later. 
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of farm produce, several hours’ supply for our men on all fighting fronts! Renk takes two 


barn, hay chutes; self-feeders . 


“successful farmers this new factory technique in the July issue of SUCCESSFUL FARMING. 


sweet, palatable, the soy simply delicious. . 


Gos! 7 


YW. 7] T]he Lae 


tons of meat and grain off every acre each year by using his head, tractor power, mechanized 


A swath a day...gives greens! On an acre of corn-soy 
higher’n hosses’ eyes... 


. Out in Sun Prairie, Wis., Wm, 

Renk, the nation’ s premier breeder 
Gor Shropshires, remodeled his barn 
<i the tractor—came up withfa 


one-th an food factory system. Working 


unit, one farmer manages 350 hogss 


O steers, 45 sheep in 8 hrs. a day of light 18 
eld 1 
work, while animals pasture-feed. With five 


winter chores; in summer is free for 


units, the Renk farms’ 850 acres in a year produce 


— Ss 


~ 
xe 


over 1,000,000 pounds of steers, hogs, and sheep sold 
on the hoof, 25,000 bu. of hybrid seed corn, 10,000/bu. 
of Vicland oats, plus the sheared wool—filling an 86 car frain 


“*A Layout for Labor Saving” passes along to 6ther 


y 


the cornstalks as thin as pencils, 


.aswatha 


day through the field keeps 34 registered Jerseys in salad 


greens . 
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. . Shoots up G. Damschroder’s milk production 


graph string-straight in summer heat! 


am rr. v 


oy 
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Barefoot boy, age 78... goes fishing in self-made three acre ¥ 


lake on his own farm... 
fries the fish on his picnic grounds! O for a farmer’s life! Read, 
“Not a Bad Way to Live...” 
AND.. 


Canning Tips. . 


catches bass, crappies, bluegills . . . pan 


. The Farm Outlook 
Fresh Pie.. 


. make the July issue top of the pile 


. “Farm Health Tomorrow” 


. Successful Homemaking... . Less-Sugar 


reading for advertising men anxious to pile up more . 
sales in the nation’s best farm market . . . and read each month by more ' 
ambitions. 
Ask the SF man for facts. SuccessruL FARMING, Des Moines, New York, 

Chicago, Atlanta 


than a million SF subscribers . . . with top yields, incomes, 


San Francisco, Los Angeles. 
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To JWT Santiago Office 


The followng companies have 
appointed the Santiago, Chile, of- 
fice of J. Walter Thompson Com- 
pany: Compania de Seguros La 
Chilena Consolidada (insurance); 
Corporacion Chilena de Broad- 
casting (radio station CB 114); 
Asociacion Norteamericana de 
Cooperacion en Chile (Coordi- 
nator of Inter-American Affairs), 
and Kodak Chilena Ltd. (cameras 
and film). 


CHICAGO 


* 


DEL. 3800 


Radio Libel Bill Passed 
by Illinois Legislature 

Despite strenuous objections 
from the majority of Chicago 
broadcasters, a radio libel bill has 
been passed by the Illinois state 
legislature. 

The bill holds that a libel 
charge can be sustained when 
malice is proved on the part of 
the speaker, and libel can be 
proved against a radio station 
when it is found that those who 
handled the script had knowledge 
prior to the broadcast that the 
script contained the material found 
to be offensive. The bill provides 
a penalty of one year in jail, a 
$500 fine, or both. 


S. C. Johnson Adds to 
Merchandising, Ad Statfs 


S. C. Johnson & Son, Racine, 
Wis., maker of Johnson’s wax, has 
added the following members to 
its advertising department: Rob- 
ert F. Vance, formerly advertis- 
ing manager of Wilson Sporting 
Goods Company, Chicago, as ad- 
vertising service manager; Honore 
O’Brien, formerly home economics 
director of the Fair Store, Chicago, 


as consumer education director, 
and Robert H. Van Roo, formerly 
with MacFarland, Aveyard & Co., 
Chicago, publicity writer and edi- 
tor of Johnson publications. 
Harold C. Fornwall, formerly 
head of customer research of the 
DeVilbiss Company, Toledo, has 
been appointed merchandiser of 
the Wax-O-Namel sales division 
of Johnson; Robert Paap, with 
Johnson since 1939, has been ap- 
pointed merchandising head of the 
industrial wax division, and Ches- 
ter L. Boe, for the past 10 years 
western manager of Talon, Inc., 
has been named textile finishes 
merchandiser on Drax, Johnson’s 
new water-repellent fabric finish. 


Enters Appliance Field 


Pressed Steel Car Company 
plans to enter the household ap- 
pliance and equipment field, with 
production centered at its Hege- 
wisch, Ill., plant, following ap- 
proval of the company’s stock- 
holders. The plant, representing 
43% of the company’s manufac- 
turing space, has been in war 
work since 1940. This work now 
demands only 18% of the plant 
capacity. 


One of the brightest 
Stars in the 


POST-WAR SKIES 


We can PROVE it! 


Call a Hearst Advertising Service man, or send for your FREE 


copy of "Postwar Los Angeles,"’ packed with facts of vital 


importance to sales and advertising executives. 


Address: 


Business Research Division, Los Angeles Examiner, Los Angeles 


54, California. 
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LARGEST WEST OF 
CHICAGO 


Tin Shortage 
Threatens ‘46 


Auto Production 


Industry May Fill 
Present Quotas 
Before Year Ends 


Washington, July 11.—Latest 
WPB surveys show that bottienecks 
for production of the 241,000 cars 
authorized during the second half 
of 1945 are rapidly disappearing, 
but a serious shortage of tin is 
temporarily clouding the forecasts 
of rapid expansion in the produc- 
tion rate after the first of the year. 

Despite the warning about tin 
issued today by Henry P. Nelson, 
WPB coordinator for automobile 
reconversion, interest in car pro- 
duction here centered on the argu- 
ment that many auto makers 
would surprise Mr. Nelson and 
everyone else by making their 
quota of cars long before the year 
ends—and then call for larger 
quotas to forestall laying off of 
large number of workers. 


May Authorize More Cars 


This “cynical Washington 
rumor” was put to Mr. Nelson at 
a press conference today, and 
drew only the acknowledgment 
that “it was not safe in the pres- 
ent materials situation to assign 
quotas any larger than those al- 
ready given out.” Mr. Nelson 
made the point that the materials 
situation had improved in many 


cases, since auto production was 


Advertising Age, July 16, 1945% adver 
first considered, and he promised produc 
that if it continues to improve of the 
later in the year, more cars wi||— “Wh 
be authorized. por, th 
As Mr. Nelson sees it now, autofftin im 
rationing should end about theffoff.” V 
first of next year, and production suppli« 
should expand rapidly—if the in-§ mal. 
dustry can find substitutes for tinffj945, t 
and four other scarce items. pect oO 
He opened his discussion offcentrat 
auto industry problems with thef Mr. 
observation that “statisticallyfpave 1 
there is not enough material tof produc 
do the job” but detailed examina-fand th 
tion of 50 WPB orders restricting§ not cor 
auto production showed that only§progra 
in five cases—tin, cadmium, anti-Jsheet s 
mony, burlap and chromic acid— Ww 
is there any real problem. 


4 
Can Use Substitutes ie pe 
The textile worry, he said, sane 


evaporates when you get the f acts 
—the auto people are asking only 
1% of the textile industry pro- 
duction. Burlap and cotton lin 
tens will not be available, he said, 
but they are “easily substituted, ' 

Chromic acid, used for plating 
the bright work, can give way to 
nickel plating. Cadmium is re 
placed with zinc. 

The real challenge comes in tin 
Mr. Nelson warned. While suffi 
cient amounts may be availablg 
for radiators and bearings in thg 
240,000 cars to be made this year, ed ths 
no tin can be spared to suppor’ fh 
the auto production visualized fog"? O00 
1946. And the rub, he said, ig v4 0 
that antimony, chief substitute fog’ ° 
tin, is equally critical. Bow 
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Underlying the argument tha 
the auto people must develop : 
substitute for tin was a detaile 
WPB report today on the tin sup 
ply, with the notation that th 
ordinary 4,000,000 car a year aut 


If you make any product for 


1000 WATTS —960 KC 
COLUMBIA NETWORK 


PAUL H. RAYMER CO. 


National Representatives 


*BASED on official government 


My Dear Watson! 


Family” lives in Marshall County, Indiana—in the WSBT prima 
service area. Marshall and St. Joseph counties present the p rfe 
cross section of the nation and its agricultural-industrial struc\U'"Gys 


They are but two of the 27 counties served by WSBT. 
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the average American famil dine ¢ 
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there’s no better place to test it than in the home of th@#he sam 


Vening s 
“Average American Family.”* ! 8 les: 
less 1 

If radio is part of your program, there’s no better plac, . 
to test your appeal than the station that’s listened to most i —_ 
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ee : ee ears vi 
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omisedff production would chew up 65% 
nprove— of the available stockpile. 
rs will— “When bombs fell on Pearl Har- 
por, the availability of 90% of our 
V, autoftin imports was immediately cut 
ut theffoff”’ WPB said in reporting that 
luction§ supplies are at only 30% of nor- 
he in-§ mal. Even if Japan surrenders in 
for tinf1945, the report says, we can ex- 
5. pect only 13,000 tons of tin con- 
ion officentrates by spring of 1948. 
th thef Mr. Nelson said that we will 
sticallyfhave unlimited facilities for the 
rial tofproduction of automobile tires, 
amina-fand that the auto tire work will 
tricting§ not compete with the airplane tire 
at onlyfprogram. He added a belief that 
1, anti-Isheet steel will be available. 


acid— Would End Priority Aid 


The automobile industry advis- 
ory committee meeting here today 
recommended that all priority as- 
sistance for civilian programs be 
ended by the beginning of the 
fourth quarter of this year. In 
anticipation of curtailment of as- 
sistance to civilian programs, WPB 
has already issued an order end- 
ing these programs Jan. 1, and 
has reorganized and severely cut 
he size of its Office of Civilian 
Requirements. 

Auto people at today’s meeting 
received an answer to their com- 
plaints that OPA was slow in pre- 
paring to price the new cars. OPA 
epresentatives sitting in prom- 
sed that starting next week pric- 
ng officials would visit each plant 
privately to work out price sched- 
les on the new cars. 


Bowles Stresses Production 


In a statement to the members 
bf Congress this week, OPA chief 
nt thafChester Bowles promised that 
velop @PA would “not be one of the 
detaile@pottlenecks in reconversion” be- 
tin supgpause it feels “the final answer to 
hat thq@goe inflationary danger is produc- 
sar auiqpon and more production.” 
> ‘B “I must say, however, that re- 
ardless of how fair the prices set 
by OPA may be, or how promptly 
ey are established, there will be 
ome few groups which will use 
very possible means to force OPA 
0 give prices which are com- 
bletely out of line with the costs. 
Regardless of the prices which we 
stablish, there will be some who 
jill claim that these prices are 
nfair. They will make dema- 
ogic appeals to public opinion to 
prce still further increases,” Mr. 
owles said. 
“T have discussed this point with 
sponsible business leaders. It is 
eir feeling and mine that our 
est defense against this group 
‘| Bill be the overpowering force of 
_\\Besponsible business and _ public 
\ pinion standing firmly behind 
fur efforts.” 


! | ibber McGee and Molly’ 
“4 Leads West Coast Ratings 


“Fibber McGee and Molly” leads 
e list of “First Fifteen” programs 
n the Pacific Coast in the June 
etwork Hooperatings, with “Great 
ildersleeve” second and “Screen 
uild Players” third. 

The report cites an average eve- 
ing audience rating of 7.2, a 
ecline of 1.4 since the last report 
nd .7 less than the rating for 
he same 1944 period. Average 
Vening sets-in-use are 28.3, which 
4.8 less than the last report and 
4 less than a year ago. 
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I kinner Rejoins Ford 
most VEE tom Skinner, for the past three 
fars vice-president and general 
lanager of D-N-X Engine Cor- 
vration, which built Navy en- 
nake U 


ines in the Ford branch building 
Buffalo, has rejoined Ford 
lotor Company as assistant direc- 
' of sales and advertising, a 
st he held for four years prior 
the war. 


“the little 


magazine 
with the big | 
audience” | 
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mm Printed selling 
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struciur u : (CCA 


DA IDSON PUBLISHING CO., CHICAGO 


Thompson Appointed 


Everett L. Thompson, formerly 
with WCOP, Boston, has been ap- 
pointed radio director of Baldwin, 
Bowers & Strachan, Inc., Buffalo. 
The agency’s radio department 
has been enlarged with the addi- 
tion of James E. Corbett, New 
York radio writer and producer; 
Marianne Holder, radio writer, 
and Kay Burkhardt, former pro- 
gram director of WEBR, Buffalo. 


Enters Consumer Field 


John Inglis Company Ltd., 
Toronto engineering contractor, 
has formed a new sporting goods 
division and completed arrange- 
ments with Shakespeare Company, 
Kalamazoo, Mich., for exclusive 
Canadian manufacturing rights to 
Shakespeare ffishing reels and 
tackle. The division is under man- 
agement of J. Ernest Friend, for- 


merly with Philco Corporation. 
Plans are under way for jobber 
and dealer distribution, and the 
products are expected to reach the 
market in time for the Christmas 
trade. J. J. Gibbons Ltd., Toronto, 
handles the Inglis account. 


Reports on Training Films 

The United States Navy, in the 
current issue of Business Screen, 
Chicago, presents a 55,000-word 
report on its wartime training film 
program, The special edition was 
published in a limited quantity at 
$1 per copy. 


Belcher Adds Duties 


John G. Belcher, business man- 
ager of Pencil Points, New York, 
has added the post of associate 
publishing director to his current 
duties. Formerly he was adver- 
tising manager of the publication. 
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KEEPS THINGS 
SPINNING 


RTT CENTRAL OHI0'S ONLY 
CBS OUTLET 


> ASK ANY BLAIR 
MAN OR us / , 


Corcbarca Bown 


Now Barbara Brown’s still awaiting the day 
When her Joe comes back for a permanent stay. 
Already she’s looking with well-practiced eye 


At ads that suggest all the things they can buy. 
But how can you reach this young bride who will be 
Your number one purchaser, come Victory? 
Real Story, Real Romances and Movieland 
Give you every prospect of winning her hand. 


ne for “meterizing 
in 
for advertising. 


spen¢ 


Penelope Peck had a tear in her eye 
The day that her Johnnie so proudly marched. by 
A conquering hero of San Juan Hill. 
Remember the Maine? He collected the bill! 
But now her brave Johnnie and she only dream 
Of days that have gone they can never redeem. 
They have no desire—nor need—to acquire 
The thousands of things to which young folk aspire. 
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See. 


‘Tete’ young market is tomorrow's volume market for every 


manufacturer of consumer goods. And... the more than 1,400,000 young 


women readers of the Hillman Women’s Group represent a large, 


vital portion of this market. New homes? More than 875,000 say they'll build 


or buy. New furniture? 779,800 intend to go shopping for sofas, 


chairs and tables. New washing machines? 719,600 will get them. Then 


add a huge and constant expenditure for cosmetic and other drug 


items—an average of $174.72 annually! Opportunity? 


It’s knocking here .. . and loud! 


HILLMAN 


STORY 


REAL 


GROUP 


MOVIELAND © REAL ROMANCES 
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HELP WANTED 


The Advertising Market Place— | simnciasnimixe senney, 


% food or drug sales exp....... $10,000 
The rates for this department are as follows: “Help Wanted,” “Positions | ILLUSTRATOR, studio ...... 12,000 
ee Wanted,” “Representatives Wanted,” and “Representatives Available,” |12 COPYWRITERS, agencies, 

‘ 50 cents a line, minimum charge $2. Terms cash with order. Forms close | advertisers, indus., pkg. gds. to 10,000 
Be Wednesday noon preceding publication date. Display advertisements take| LAYOUT ARTISTS......... to 9,000 
oh card rates. SPACE BUYER, agcy........ 8,500 
ae So >} r : 

WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR| Dvnvicity pik. wee soe 
OTHER AUTHORIZED CHANNELS. ACCT. EXEC,, indus.......... 7,000 

PROD. MGR., agcy. exp...... 5,500 

HELP WANTED HELP WANTED RETOUCHER, studio......... Open 


ne ——___________| DDITORIAL WRITER, tech.. 4,800 

ADVERTISING & PUBLISHING | CIRC, DEPT., sub. fulfilment. 3,600 

f All Types of Positions GIRLS 

ill ADVERTISING SALESMEN Placements anywhere in the Sect’s, Adv. Mzrs., Copy, Ete. 
United States FRED J. MASTERSON 


GEORGE WILLIAMS—Personnel r . t 2ERSO EL 
209 S. State St. Har. 2063, Chicago.| 185 N. Wabash Ave. Chicago 
Prefer previous experience general : os: * . aa - : ee 
4 ; Wanted: PRODUCTION MAN COPYWRITER with experience in 


to coordinate purchase of printing, 
lithography, labels, package mate- 
rial, and other graphic arts. A man 


industrial field preferred. Must be 
able to write well and handle pro- 
ith ee elgg mee eee Sai duction details of catalogs, direct 
hy seaadtmont gry ty eieties mail and magazine advertising. Good 
and litho hanes, would Mave experi. starting salary commensurate with 
cae necessary Tocation, chienee ability and in old establish condi- 
with progressive national advertiser, | Write (a Advertising Manager, ‘The 
leader in its field. Ex-service man Powers Regul: a ae Ah 

pee att TO a SS aaE anita ia ae ae srs Regulator Co., 2720 ireen- 
a eivEieruine tae view Ave., Chicago 14, Ill, giving 
Box 7234, ADVERTISING AGE 100 E. Ohio St., Chicago 11, Ii. _ | XBerience abe, education and salary 
330 W. 42nd St. New York 18, N. Y.| HEADLINE AN OPPORTUNITY | Old established publishing firm in 
____ si} Publishing house selling home study | engineering construction field wants 
EDITOR: — under 45, must know| books and courses by mail has open-| an experienced, successful salesman 
makeup, layouts, engraving, print-| ing for an advertising man qualified | to represent a monthly magazine, 
ing and know how to dig up good|to take charge of entire department. and an annual catalog and directory 
editorial material for his book. Ex-| Apply by letter stating education, | serving the export market. In reply 


Se industrial trade journals. Consider 
ambitious, interested veterans, be- 


ginners. Salary. Real future. Promi- 


hent company. 


e cellent opportunity and good salary | experience and salary to Start. give age, education, experience, ref- 
a for right man Markus-Campbell Co. erences and desired salary. fi 
- Box 7442, ADVERTISING AGE 1315 S. Michigan Ave. Box 7461, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. Chicago, Il. 100 E. Ohio St., Chicago 11, Ill. 


Bi Naat OS Ari Se = 


ae 45 


Retail Sales erie in = 
ROCK ISLAND - MOLINE Zone. 


Cash registers in TRI-CITIES sing to the tune of more 
than $74 million annually ...a VOLUME market! 


The major portion (5214%) of the Tri-Cities’ sales orig- 
inates on the Illinois side . . . in the Moline-Rock Island 
zone. For newspaper coverage that sells, call on the Rock 
Island Argus and Moline Dispatch. Effective radio cover- 
age means WHBF, the right-at-home station. 


*Includes Rock Island, Moline, East Moline and 


five other contiguous cities and towns. 


MUTUAL 
NETWORK 


MOL )LINE, DATLY DISPATCH 


Te eae ee aes 
——— 


ROCK ISLAND ARGUS 


* 


MOLINE DISPATCH %* fe 


ARTISTS WANTED 
Retouchers, Illustrators, Lettering 
Men, Layout Men, Apprentices, for 
recently organized studio located on 
north side, serving a high caliber 
clientele that assures postwar op- 
portunities. Ideal working condi- 
tions, salary basis. Here is an op- 
portunity to become a part of a fast 
growing, lively organization. 
TECHNOGRAPHICS, INC, 
1457 Diversey Parkway 
Chicago, Illinois 


WANTED 

WORKHORSE WITH WINGS 

A leading aircraft manufacturer in 
the Middle West has a job (not a 
position) open in sales promotion 
idea creation and writing. The young 
man chosen to fill it will possess 
some unusual qualifications; Zood 
experience with agency or manufac- 
turer in sales promotion and dis- 
tributor-dealer-help origination and 
follow-through; pleasant personal- | 
ity and ability to get along well)! 
with people; capacity for large 
amounts of sometimes detailed and 
tedious work; real creative ability, 
coupled with patience and under- 
standing that policy reasons may 
bar acceptance of some of his ideas; 
willingness to start on the lower 
rungs of the ladder but not to stay 
there forever. He should be air- 
minded, possibly an aircraft enthu- 
siast from childhood onward; pref- 
erably have followed through on 
this interest to the extent of having 
qualified himself as a pilot. 

Such a man should find in this job 
the opportunity he has always 
wanted. He will work with the sales 
manager of a financially stable, 
owner - managed, independent com- 
pany internationally known for the 
high performance and excellence of 
its aircraft. He will play as large a 
part as his demonstrated abilities 
will justify, in fulfilling this com- 
pany’s postwar sales and merchan- 
dising plans. He will find the start- 
ing salary not inflated, but ample to 
live decently in a pleasant commun- 
ity of neither metropolitan nor 
small-town size; the future long- 
range prospects excellent. He will 
qualify for an interview at the em- 
ployer’s expense, and largely clinch 
the job, by a detailed letter of appli- 
cation which will show evidence of 
his ability as a straight - thinking 
promotional idea man and writer. 
Box 7445, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ASSISTANT ART DIRECTOR 
Qualified to take charge shortly. Ex- 
cellent postwar opportunity. Give 
age, exp., and salary expected. 

Box 7446, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


Advertising department of Chicago 
manufacturer of electrical equip- 
ment desires to obtain the services 
of a young man as an assistant, to 
assist in preparing copy and layout. 
Experience is not necessary but po- 
sition will require good knowledge 
of grammar and creative ability. 
This is a fine opportunity for the 
right party. 

Box 7447, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


AGENCY COPYWRITER WANTED 
If you would like to be a big frog 
in a fairly small puddle, you might 
like to jump this way. 
We are a nationally recognized 
agency with staff of seven people. 
We need man to write radio and 
newspaper copy—later to act as an 
account executive. 
If you would like to live in a town 
of 35,000 people where living costs 
are relatively low; where there’s 
lots of outdoor life; and a lovely 
seasonal climate, then you'll like 
Boise, Idaho. 
Salary $3,000 to $4,000 a year to 
start, depending on experience and 
ability. Fine future opportunity now 
and after war. 
We try to operate so that each 
staff member participates in our suc- 
cess and feels strong sense of pro- 
prietorship in our agency. Conse- 
quently, we expect to hire a very 
capable man, even though the start- 
ing salary is not high by big city 
standards. Prefer man now residing 
in the West. Write airmail. Give 
phone number for possible telephone 
interview. 

Cline Advertising Service 

First National Bank Bldz., 

Boise, Idaho 


WANTED 
PRODUCTION MAN 
PRODUCTION WOMAN 


Positions are open immediately for: 
A good production man who knows 
thoroughly agency production, print- 
ing, engravings, type, ordering, etc. 
A man of experience is required. An 
excellent opportunity for a man to 
become an important factor. 


A good production woman with simi- 
lar knowledge as above. No typing 
experience necessary. 


No drifters wanted. These are good 
life-time jobs with a fast growing, 
medium size, 4-A agency in Phila- 
delphia. Replies will be treated in 
confidence. Please give details of 
your experience, salary desired, etc. 


John Falkner Arndt & Company, Inc. 
2300 Lewis Tower, ae eee 2, Pa. 


PROMOTION MAN 
Experienced, capable of handling 
circulation and advertising promo- 
tion for a new consumer magazine. 
Must have imagination, vision and 
ability to write. Excellent opportun- 
ity with successful publishing con- 
cern. Tell all in your first letter. 

Box 7450, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


WANTED 


ASSISTANT 
SALES 
MANAGER 


Leading distiller 
offers splendid opportunity 
for energetic young exec- 

| utive, experienced in work- 
i ing with large metropolitan 
sales force. Liquor experi- 
ence not essential. Starting 
salary $5,000.Replies will be 


held confidential. 
Box 6169, Advertising Age, 
100 E. Ohio St., Chicago 11, lil. 


Box 


Top-Flight 
EASTERN 
Representation 


Available 
for Business 
Publication 


Rare set of circumstances offers 
aggressive business paper publisher 
chance to secure New York and East- 
ern representative of exceptional! 
calibre, experience and broad con- 
tacts. 

Now represents one other (54 year 
old) book, nationally. His 8 years of 
highly constructive work have opened 
up new sources of revenue never be- 
— tapped, and increased billings 

6. 

He has recently relinquished the re- 
sponsibility of publisher of a technical 
journal — revenue of which increased 
5'/. times during his 5-year tenure. 

Your letter will receive strict con- 
fidence and a prompt reply. 


Box 6166, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 


WANTED 
SALES RESEARCH 
MAN 


Splendid opening in 
New York sales office 
of leading distiller for 
keen, energetic, ambi- 
tiousyoungman, college 
trained and experienced 
in market analysis and 
sales promotion. State 
experience in detail 
and salary required. 


Box 6168, Advertising 
Age, 100 E. Ohio St., 
Chicago 11, Ill. 


Nationally known 
art director 

An authority in layout, design, ty°9 
raphy. Large buyer of advertsin 
art, seeks permanent position wit 
established firm in United States ° 
Canada. Portfolio presenting a>ilt 
plus letters revealing person: lity 
character and photo subject * 
persual during interview. Box °!6 
ADVERTISING AGE. 

100 E. Ohio St., Chicago 11, Ill. 


ARTIST — DESIGNER 


Splendid opportunity with large Chicago °°" 
facturer of beauty products and app! "* 
Should have experience in preparing 

magazine editorial and advertising | ™ 
label and package designing, hand le! 
Exceptional postwar future in growing ‘ 
ment. Write fully giving background ®' 
perience, when available, and sa 0 


ot 6170, ADVERTISING AGE 
E. Ohio St, Chicago {1, Iilin 
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Sti ng production 


HELP WANTED 


PRODUCTION ASSISTANT 
La ge national advertiser located in 
cago seeking experienced adver- 
man, Exceptional 
vortunity now and in postwar de- 


ve opments, 
30x 7448, ADVERTISING AGE 
, Chicago 11, Ill. 


00 E. Ohio St., 

yw inted — Circulation 

m nayger for large established trade 
peer. $7500 and bonus on results. 
ny 
a 

\ 


promotion 


st have direct mail experience 
ability to handle subordinates. 
swer fully. 

3ox 7449, ADVERTISING AGE 
00 E. Ohio St., Chicago 11, Ill. 


TOP-NOTCH ARTIST 


Good layout, ideas, some finished 

work to join staff of progressive 

agoney. Submit samples. For ap- 

pointment phone Mr. Fischer, State 

1771. 

POSITIONS WANTED 

a ART DIRECTOR 
visualizer, able to fol- 


Experienced 
low through to complete advertise- 
ment. Good agency background han- 
dling diversified accounts. Desires 
position Los Angeles or San Fran- 
cisco. 

Box 7459, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, a: SS : Se 


Young Lady, 26, University grad. 
5 yrs. exp. Radio, Adv. Agcy. as sec- 
retary and copywriter handling na- 
tional accounts, desires position as 
assistant to Advertising Executive. 
Box 7452, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


pl BLIC RELATIONS director. 
Washington contacts. Thorough 
knowledge legislative scene. Con- 
gressional committee experience. 
Topnotch writer-editor. East or 


West coast. 

Box 7455, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 
DOES COPY GO SOUR IN L. A.? 
hen consider ace copywriter whose 
yvritings sparkle with creativeness 
ind whose judgment is matured by 
rears of sales management. Long 
copy chief with great eastern agency 
nd account executive for million 
lolars worth of business. Reason: 
iis heart is in L. A. where all his 
yeople are. 
Box 7453, ADVERTISING AGE, 
100 EB. Ohio St., Cc hicago 11, Il. 


ART DIREC CTOR 
esires position with well estab- 
ished firm in Chgo. or vic.—5 da. wk. 
jox 7454, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


anufactures Distributor—‘Cos- 
netic-Drug-Chemical.” Wants fast 
ine. Present coverage N.Y.C.— 
Vestchester County — Commission 


nly. 

Box 7457, ADVERTISING AGE, 
30 W. 42nd St., New York 18, N. Y. 
Photographer — with assistant and 
quip. available after Aug. 15 to 
arge industry or agency. Wide 
echnical, industrial, and commer- 
ial experience. Must be perma- 
ent. Location immaterial. 

Box 7456, ADVERTISING AGE, 

30 W. 42nd St., _ New York 18, , N. Y. rT 


AC cou NT EXECU TIV E 
irmy veteran, college graduate, age 
desires position leading to Ac- 
ount Executive work with fast- 
rowing Chicago Agency. 
’resently employed as an 
ising space representative 
nown publishing company. 
Box 7458, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
TYPOGRAPHER 
op Flight Creative Typographer 
or Advertising Agency, Printer, 
ublisher or Business Organization. 
ign Minded. Knows contempo- 
ary typography and layout. Has 
ne type styling on distinguished 
dvertising, printing. Intimate 
nowledge typographic, format and 
rt trends. Set type styles on ad 
ampaigns. 
tyle typography of books, all 
orms of printed matter. Knows all 
roduction details. Available for 
alert organization with an eye 
© tomorrow's art and design pic- 
ure in advertising, printing, pub- 
ishing. 36. Energetic. Excellent 
rtfolio work done. Highest refer- 


nces, 
details Chgo. 


further 
hiv 

7451, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Hl. 


adver- 
by well 


ome 


interview. 


Box 


MISC ELLANE 0US 


Attention» Publicity ‘Directors 
‘anted—pictures and other edi- 
‘lal material suitable for syndica- 
nh to newspapers. 

Lloyd Deru 


— ditor, SC Syndicate, 314 N. Michigan 
— G hicago 1 » Fi 1. 
—— de rly business man has developed 
vn lew advertising medium. Every 
ttail shop owner a prospect. Will 
pose of outright or will collab- 
on Call or write, McGrory, 3827 
yn, ty p09 Maypole Ave., Phone » Nev. 8484. 
dvert gif ee 
tion wit 
States ° 
ng a>ilt G , 
a Everybody's 
ibject ‘i ) i 
ang Getting 
ot Canpy Inpustry 
il THE NEWSPAreK OF 
CONFECTIONERY BUSINESS 
“6 FIRST in 
a CIRCULATION 
Hones 
ring FIRST on Candy 
ing - 
“i'l =~ ADVERTISING 
ae 
ey gird Schedules 
| ace ; DY INDUSTRY * Don Gussow, Editor & Publisher 
—— West 42nd Street, New York 18, N. Y. 


Merrill Lynch 
Plans Campaign 


Vs. Inflation 


New York, July 12. — Merrill 
Lynch, Pierce, Fenner & Beane, 
New York brokerage house, is in- 
augurating a new campaign in 
newspapers and investment maga- 
zines. The new series is in addi- 
tion to the regular campaign in 
newspapers and magazines and the 
company will spend $150,000 
above its regular appropriation of 
$275,000 for the year. 

Advertisements will appear in 
110 newspapers in 90 cities and 
in Financial World, Forbes and 
Magazine of Wall Street. Two in- 
sertions will run each month until 
the end of the year, all of 360-line 
size, 


Copy Theme is ‘Anti-Inflation’ 


Copy will carry an anti-infla- 
tionary theme and is aimed at in- 
dividual holders of war bonds, 
emphasizing the importance of 
holding on to the bonds. Adver- 
tisements warn investors against 


“unwise spending and _ foolish 
speculation.” 
Albert Frank - Guenther Law, 


Inc., New York, is the agency. 


Father's Day Council 
Sets ‘46 Budget 


The executive committee of Na- 
tional Father’s Day Council, New 
York, at its annual meeting ap- 
proved a $75,000 budget by sub- 
scription to the Father’s Day 
publicity fund for 1946. 

George G. Goldie, vice-president 
of John David, Inc., was reelected 
chairman of the council for the 
1945-46 term. 


Housing Progress’ Bows 

Housing Progress, to be pub- 
lished quarterly at a subscription 
price of $4 by Housing Publica- 
tions, Inc., New York and Wash- 
ington, is the newest publication 
of Sam T. Greene, publisher of 
Supervision. The publication will 
serve key executives engaged in 
some phase of the initiation, con- 
struction, management or main- 
tenance of multiple-unit dwelling 
projects. 
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Rich Farms in KVOO’S Daytime Half-Millivolt Area 


82. 


as great as 
Entire State of 
OKLAHOMA 


This includes the bonus 
counties in Missouri, 
Kansas, and Arkansas, making the KYOO market the best buy 
in OKLAHOMA — truly Oklahoma's No. | Market. 


50,000 WATTS 
TULSA, OKLAHOMA : 


THE 
FABULOUS 
FORTIES 


” REPRESENTED NATIONALLY BY NBC SPOT SALES— EXCEPT KEX * 


: st 


a 


Jusr as the ’Forty-niners found “gold in them 
thar hills,” so a greatly augmented population 
is finding a lush and abiding prosperity in the 
Pacific Northwest, a century later. 


Today’s prosperity, however, is built upon 
a broader and more permanent base. . ship- 
building, lumbering, fruit-growing, fisheries, 
the vast resources of mighty dams providing 
irrigation and cheap hydro-electric power. 
Portland, Oregon, is at the center of one of the 
five, great, metropolitan communities on the 
“Coast.” 


Since 1940, its population has increased by 
a good third. Some 660,000 people, in widely 
diversified lines of endeavor, live in the pri- 
mary area of Station KEX, in Portland. KEX, 
Blue Network affiliate, offers as a substantial 
“plus” the advantages of membership in the 
Westinghouse group of broadcasting stations. 
Its high-calibre programs are within radio- 
reach of 175,000 prosperous homes. . homes 
receptive to your sales-message, amply able to 
buy your product. 


Call upon KEX, Portland. . or Paul H. 
Raymer Co., National Representatives. . for 
full information, and availabilities. 


WBZA + KDKA °* 


WESTINGHOUSE RADIO STATIONS Inc 


wowo - 


XEX [SGRTLAND OREGON 
5,000 WATTS. 


KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO, 
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Joins Ross Roy 


Irving B. Wheaton, formerly di- 
rector of production and pho- 
tography of the public relations 
department of Murray Corporation 
of America, Detroit, has joined 
Ross Roy, Inc., Detroit agency, as 
supervisor of production. 


‘Parade’ Rates Up 


Parade, New York, has in- 
creased its advertising rates effec- 
tive Sept. 16, based on an ABC net 
paid circulation guarantee of 2,- 
164,191. The new one-time page 
rate, formerly $3,600, is now 
$3,800. 


Hammermill Booklet 


“Pathway to Executive Success” 
has been issued by Hammermill 
Paper Company, Erie, Pa., as the 
latest in its management-idea 
series of booklets. Copies may be 
obtained free by those writing on 
their business letterhead. 


Quincy Appoints Ward 

Quincy Laboratories, Chicago, 
maker of Orasept, new \mouth- 
wash, has appointed Jim Ward & 
Co. as its agency. Plans are be- 
ing formulated for consumer, in- 
stitutional and trade publication 
advertising. 


The American 


Don’t overlook 


she’s tomorrow’s 
American woman! 


Girl... 


BEING a woman doesn't 
happen suddenly. It’s a long 
process of learning and 
practicing. Which is why you'll 
find THE AMERICAN GIRL 

on the schedule of many a 
national advertiser. They know 
that what the teen-age girl 

is taught, the woman 


800,000* readers say —"'Grow along with us!"’. .. $810 per page... 225,000 ABC 
PUBLISHED BY THE GIRL SCOUTS, 155 E. 44th St., N.Y. 17 «© MEMBER OF THE YOUTH GROUP 
* Based on readership survey tabulated by J. B. M. 
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Roosevelt Radio 
Net's Thorny Path 
Shown by Records 


Wilmington Court 
Documents Trace 
Its Rise and Fall 


Wilmington, Del., July 12.—The 
brief, but stormy career of Elliott 
Roosevelt in the radio field is evi- 
denced, in part at least, in the tre- 
mendous stack of material which 
comprises the file of the Trans- 
continental Broadcasting System 
in the Court of Chancery, here. 
The mass of documents tells of 
the hectic career of the radio sys- 
tem for which Roosevelt is sup- 
posed to have borrowed $320,000 
but claimed he invested only $70,- 
000 when the firm was liquidated. 

The documents in the case are 
on file here since the Transconti- 
nental Broadcasting System was a 
Delaware corporation. The rec- 
ords show that all “known assets” 
of the corporation, according to 
the receivers, were $94,874 and 
that about two-thirds of this 
amount was returned to stock- 
holders in the settlement. Of this 
amount, the records further indi- 
cate, Elliott Roosevelt, through his 
attorney, received two checks, one 
for $25,486 and one for $7,952. 
From what the records show in 
the case and on the basis of his 
claim, the amount received would 
have made his total loss on the 
investment just a trifle more than 
$36,562. 


Planned a Network 


The bulky pile of documents 
in the case indicates that there 
was a great deal of confusion con- 
cerning the entire project and that 
one of the officers, from the testi- 
mony in the court records, ac- 
cused Elliott Roosevelt of “taking 


a run-out powder” when he re- 
signed after serving in the capac- 
ity of president of the company 
for less than a month. The entire 
career of the broadcasting firm 
was a short one. It has been dead 
for some five years but is now 
undergoing Congressional scrutiny. 
Court papers show that when 
the company was formed it had 
been its intention to be “on the 
air with the network by Jan. 1, 
1940,” and from records in the 
court it is apparent that the cor- 
poration had an existence of some- 
what less than three months be- 
fore it just “folded up” in bank- 
ruptcy proceedings. Although the 
corporation was not. dissolved 
until August, employes had been 
given notice and salaries were 
stopped the preceding January. 


President 17 Days 


On the second day after incor- 
poration of the firm, John T. 
Adams was named president. Mr. 
Adams, who never held stock in 
the corporation, was to receive a 
salary of $10,000 a year. He came 
to the firm from the post of vice- 
president and general manager of 
Elliott Roosevelt’s Texas State 
Network. Other officers were in- 
formed that Mr. Adams was on 
“loan” from the TSN and would 
continue to receive his salary from 
that source, according to the court 
records. 

Adams’ career proved to be as 
stormy as that of the corporation. 
After 17 days as president he re- 
signed. There was a meeting of 
the officers in New York and it 
was announced that Mr. Roosevelt 
would take over management of 
the organization in the position of 
president and that Adams would 
become chairman of the board. 


Much Ado About Nothing 


The pace of the “runaround” in 
which the officials of the concern 
became engaged was quickened 
after that. Officers were divided, 
in their court testimony, as to 
whether Mr. Roosevelt was presi- 
dent merely in name and did 
nothing for the firm or whether 
he “did a lot of negotiating with- 


Advertising Age, 


uly 34 


out the knowledge of the othe 
directors.” 

Court records indicate ths 
Transcontinental Broadcastin>s 
System was incorporated on O::. 
30, 1939, with stock listed as 2()- 
000 shares with no par value. On 
Dec. 7, 1939, the charter was 
amended to 33,500 shares of stock 
of which 23,500 were to be comn- 
mon stock, with no par value 
known as Class A and 10,000 to ve 
preferred stock, par value $1(\), 
to be known as Class B. The court 
records further show that tre 
Class B stock was never issued, 
When the certificate of dissolution 
of the firm was obtained on Aug. 
31, 1940, there were 10,000 shares 
of Class A stock reported as out- 
standing. 


Cash Lacking 


Indicative of the condition of 
the concern is a statement from 
H. J. Brennan, treasurer, who 
stated that on Nov. 17, 1939, “‘no- 
body had put a dime into the thing 
yet. There wasn’t a _ five-cent 
piece paid into it.” Next to Mr. 
Roosevelt, Mr. Brennan was the 
largest stockholder, with 1,500 
shares, while Mr. Roosevelt held 
4,000 shares, Mr. Brennan claimed 
$26,500 when the firm was dis- 
solved. 


The details of the number of 
stations to be affiliated were also 
vague and apparently subject to 
change without notice. Mr. Adams 
testified, according to the court 
records, that at one time they had 
some 50 stations signed up. How- 
ever, Mr. Brennan’s testimony 
elicited the information that: 


Roosevelt Resigns 


“We heard ... one day 50, the 
next day it would go to 20; the 
next day it would go up to 50 
and then it would go to a total of 
100 and you would never be able 
to tell what was done.” 

Mr. Adams further testified that 
on Dec. 21, Mr. Roosevelt just 
“walked in and resigned.” It was 
at that point that Mr. Adams sug- 
gested to Mr. Brennan that he 
(Mr. Adams) go back to Texas 
and “see what I could salvage” 
from TSN. 


CKLW 
WINS IT 
AGAIN! 


For the SECOND STRAIGHT Year CKLW Has Won 


THE BILLBOARD MAGAZINE 
Annual Station PROMOTION AWARD 


@ Showmanship counts!—and ''prime promotion on both 
sides of the border'’ has long been a part of this station's 
wide-awake policy. Both program and station publicity has 


J. E. Campeau, Managing Director 


In The Detroit Area, It's 


Adam J. Young, Jr., Inc., Nat'l Representative 


and always will be carefully planned and consistently used 
to build and hold our audience, advertisers, and friends! 


5,000 WATTS MUTUAL 
AT 800 KC. BROADCASTING 
DAY AND NIGHT SYSTEM 
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Pontiac Starts 
Product Copy in 
Extensive List 


Detroit, July 11—wWith the new 
series scheduled “across the 
poard” ineévery magazine and farm 
publication on its list, Pontiac 
Motor division of General Motors 
(orporation will resume straight 

oduct advertising next week for 

e first time in approximately 

ur years, 

Pontiac’s product symbol, the 
pontiac Indian head, keynotes the 

ies opening in a two-color ad 
vith this terse copy: “This is the 
symbol of Pontiac. It stood for 
good cars before Pearl Harbor... 
It will stand for good cars again.” 
The initial ad will break in the 
oul 16 issues of Life and News- 
weeR. 

Other publications on the Pon- 
tiac list include the American 
Magazine, Better Homes & Gar- 
dens, California Cultivator, Cap- 
per’s Farmer, Collier’s, Corn Belt 
Farm Dailies, Cosmopolitan, De- 
troit Athletic Club News, Grit, 
Hoard’s Dairyman, Look, Pacific 
Northwest Farm Trio, Pacific 
Rural Press, Progressive Farmer, 
Rural New Yorker, The Saturday 
Evening Post, Successful Farming, 
Time and United States News. 

A succeeding ad, captioned 
“Here’s where Pontiac good will 
begins,” depicts a feminine gloved 
hand on a Pontiac steering wheel 
and relates the pride of Pontiac 
owners. This two-color copy will 
appear in the September Cos- 
mopolitan and Sept. 3 Time. 

MacManus, John & Adams, De- 
troit, is the Pontiac agency. 
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Webber Leaves FC&B 


to Join C. E. Hooper 


Harold H. Webber, vice-presi- 
dent and director of research for 
Foote, Cone & Belding, Chicago, 
on July 16 joins C. E. Hooper, 
Inc., New York, as vice-president 
and director of research for 
radio audience measurement or- 
ganization. The position is newly- 
created, and Mr. Hooper said Mr. 
Webber’s knowledge of market- 
ing and its problems would mean 
an extension of Hooper’s service 
to include whole areas served by 
radio stations rather 
large city measurement. 

Formerly with A. C. Nielsen 
Company, Chicago, which devel- 
oped the Audimeter method of 
audience measurement, and a 
graduate of the University of Chi- 
cago, Mr. Webber received na- 
tional recognition last year for 
his contribution to “The Chicago 
Plan.” The plan, developed by 
the Chicago office of Foote, Cone 


Incle Sam (alls # 


SNE MARKET 


lanpa and St. Petersburg, joined by 
‘aody Bridge, are one metropolitan 
terket, with total retail sales of 129 
Ntion dollars, combined buying in- 
me of 298 million dollars. 
Wi at we want to impress on adver 
Users is that an important forty per 

of this market is St. Petersburg 

you can't reach this forty per 

through Tampa newspapers. No 
ul.ide newspaper has as much as 
average daily circulation in St. 


rsburg. To reach this community, 
‘ St. Petersburg newspapers. 


PETERSBURG, FLORIDA 
IMES (M & S) and 
INDEPENDENT (E) 


Reoresented nationally by 


Co., Inc. 


s & Sim 


ida by V. J. Obenour, Jr, Jacksonville 


the | 


than just| 


& Belding, is a continuing re- 
search project to help the agency 
in client problems and to gather 
market and merchandising data. 
Mr. Webber is the author of a 
treatise called “Allocation of The 
National Consumer Panel to a 
Marketing Problem,” which was 
a highlight las December at the 
Chicago meeting of the American 
Marketing Association. 


Philip Morris Signs 
Replacement for Simms 

Philip Morris & Co., New York, 
through the Biow Company, has 
signed a $10,000 per week fall 
series to replace the Ginny Simms 
program on NBC, Tuesday, 8-8:30 
p.m., EWT. Starting Sept. 11, the 
new variety show will star Cor- 
nelia Otis Skinner and Roland 
Young in their “William and 
Mary” sketches, with guest stars 
and a singing m.c. 

Ginny Simms, after leaving the 
Philip Morris cigaret show, goes 
on CBS this fall for the Borden 
Company, New York, heading her 
own show Friday, 7:30-8 p.m., 
EWT. Agency is Young & Rubi- 
cam, New York. 


ae 


OL 


| ABC and heard thrice weekly, | 
4-4:15 p.m., EWT, will be discon- FCC to Deny Request 


WPB announced last week that| tinued July 27 by Welch Grape| for Hammond Station 
the Washington Daily News had | Juice Company, Westfield, N. Y.| The FCC last week announced 
agreed to repay 350.24 tons of| Agency is H. W. Kastor & Sons! its intention of turning down the 
newsprint at the rate of 58.3 tons | Advertising Company, Chicago.| application of the Calumet Broad- 
per quarter during the second) The program continues on the full! casting Corporation for a con- 
half of 1945 and all of 1946. The| network Thursdays only for| struction permit for a new 5,000- 
newspaper voluntarily reported|O’Cedar Corporation, Chicago,| watt daytime station at Hammond 
that it had violated newsprint re-| through Aubrey, Moore & Wal-| Ind. : ; 
strictions during 1943 as the re-| lace, Chicago. 


‘News’ to Repay Paper 


sult of an error in calculating its 
consumption quota. 


‘Time’ Drops Show; 
‘Life’ Show Planned 


Time, Inc., New York, on July 
25 will discontinue the “March of 
Time” on the full network of the 
American Broadcasting Company, 
Thursday, 10:30-11 pm., EWT, 
and has not announced whether 
the news show will be resumed 
in the fall. Meanwhile, plans are 
going ahead for a network pro- 
gram to be sponsored by Life, 
with Young & Rubicam, New York, 
agency for both magazines, work- 
ing out a variety format with 
Burgess Meredith as the probable 
m.c. 

Time’s daytime news series, 
“Time Views the News,” also on 


Publishers Council 
to Rate Weeklies 


The American Weekly News- 
paper Publishers Council, New 
York, is conducting a pilot study 
of more than 1,000 weeklies to 
determine an exact yardstick for 
measuring their comparative qual- 
ity. Each weekly newspaper of 
the country will be rated accord- 
ing to A-B-C-D classifications. 

The council will let the stand- 
ards for ratings be determined by 
what the study shows to be the 
average newspaper. The study 
will cover circulation, advertising 
linage, quality of production, type 
of features carried, etc. Better 
than average papers will receive 
high ratings, and below average 
publications will be rated as in- 
ferior. 


In ruling against the applicants, 
the commission asserted that 
“study of the record in this case 
reveals numerous instances where 
applicants’ principal stockholders 
have been reluctant, evasive and 
guilty of lack of candor in mak- 
ing fair, full and prompt dis- 
closure of information relating to 
stock ownership and _ financial 
qualifications in response to ques- 
tions in the application and at 
the hearings.” 


Benedict to Mutual 


Edward H. Benedict, former 
media director of Grant Adver- 
tising, New York, has joined MBS 
as an account executive in the 
sales department. Prior to his 
connection with Grant, Mr. Bene- 
dict was an account executive with 
Free & Peters, New York, radio 
station representative. 


The Picture Bride was no picture! 


When the century was young, Ignatz felt 
the matrimonial urge and wrote to a marriage 
broker in the old country for a bride. The 
M.B. went thru his prospect files, sent photos 
and literature. Ignatz picked Luba, cabled 
passage. But when the boat docked, the poor 
groom blushed more than the bride. Luba, 


alas, fell short of her ballyhoo. 


Picture brides were a guess and a gamble 
—and so was colorgravure until Intaglio 


The magazine publisher of gravure books 
. . . as well as advertisers . . . finds Intaglio 
easy to use. Give us comprehensive layouts, 
the original photos or artwork, and type 
proofs—we make working negatives, stage, 
retouch, combine in correct position in each 
of four color forms, produce the positives, 


etch proofing plates . . . you get the finished 


of temper and time. 


developed the first practical method of 


supplying proofs. 


Now the Intaglio client can preview 
gravure messages, check, correct, and revise 
before publication. The advertiser doesn’t 
have to rely on dead reckoning, intuition or 
hope—he knows his color reproductions 


will be right. 


proofs, freedom from headaches, a saving 


INTAGLIO today has a trained staff of 175 
fine craftsmen .. . with full complement of 


consult Intaglio—now! 


personnel in each department . . . complete 
color facilities in Chicago and New York 
... an efficient organization giving prompt 
service, intelligent thinking on any color or 
monotone problem. For the finest in gravure 


INTAGLIO SERVICE Corp. 


NEW YORK: 305 East 46th Street 
CHICAGO: 731 Plymouth Court 


© Rotogravure Servicers 
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AFA Elects Elon 


Borton as First 
Paid President 


(Continued from Page 1) 


AFA board voted to form an ex-| 


ecutive committee to function be- 
tween regularly scheduled board 
meetings, members to include Mr. 
Dawson; Mr. Borton; Robert 
Peare, vice-president of General 
Electric Company, Schenectady, 
re-elected treasurer of the AFA; 
Paul Garrett, vice-president, Gen- 
eral Motors Corporation, New 
York, and Allan T. Preyer, chair- 
man, Morse International, New 
York, both of whom are directors. 

The board announced the elec- 
tion of 18 directors, nine to serve 
for one year, and nine for a two- 
year term. For one year, direc- 
tors are Mr. Borton; Mr. Dawson; 
Mr. Garrett; Henry Obermeyer, 
assistant vice-president, Consoli- 
dated Edison Company of New 
York; John H. Platt, director of 
advertising, Kraft Cheese Com- 
pany, Chicago, all of whom were 
reelected. Also W. H. Carey, ad- 
vertising director of Fortune, New 
York; Edward C. Donnelly Jr., 
president, John Donnelly & Sons, 


Boston; Karen Fladoes, home 
economics director, Nash - Kelvi- 
nator Corporation, Detroit, and 


Grover C. Kinney, president, Ad- 


vertisers’ Distributor Service, 
Denver. 

For two-year terms, re-elected 
directors are Mr. Borton; Mr. 


Preyer; Willard D. Egolf, director 
of public relations, National As- 
sociation of Broadcasters, Wash- 
ington, and Forbes McKay, as- 
sociate advertising manager, Pro- 
gressive Farmer, Birmingham. 
Newly elected are Franklin J. 
Cornwell, advertising manager, 
Brown Shoe Company, St. Louis; 
Lester Hafemeister, advertising 
manager, Weyenberg Shoe Mfg. 
Company, Milwaukee; W. R. Lau- 
ghlin, Wilhelm-Laughlin-Wilson & 


Associates, Houston; J. Penfield 
Seiberling, president, Seiberling 
Rubber Company, Akron, and 


Paul N. Swaffield, advertising 
manager, Hood Rubber Company, 
Watertown, Mass. 

Alfred T. Falk continues as di- 
rector of research and education, 
and Charles E. Murphy as general 
counsel. Elected chairman of the 
AFA council on advertising clubs 
was Gordon T. Gardner, Colum- 
bus Dispatch, and president of the 
Advertising Club of the Columbus 
Chamber of Commerce. Robert 
N. Fuller, G. & C. Merriam Com- 
pany, Springfield, Mass., 
chairman of the war advertising 
committee of the Advertising Club 
of Springfield, and J. Rex Hug- 
uley, Oklahoma Paper Company, 
Oklahoma City, and _ president, 
Advertising Club of Oklahoma 
City, were named vice-chairmen 
of the council. 

Prudence Allured, publisher, 
Manufacturing Confectioner, Chi- 
cago, was elected chairman of the 


and | 


council on women’s advertising 
clubs. She and the Messrs. Gard- 
ner, Fuller and Huguley auto- 
matically become AFA vice-presi- 
dents. Helen Cornelius, assistant 
director of broadcast advertising, 
National Association of Broadcast- 
ers, Washington, was elected sec- 
retary. 

The board reported a new high 
in federation membership with 
929 firms enrolled as sustaining 
members, 

Guest speaker at the AFA 
luncheon was Clinton P. Ander- 
son, new Secretary of Agriculture, 
who made his first major public 
address since taking office a few 
weeks ago. Stating flatly that he 
has “no sympathy with the notion 
that it is any part of the function 
of a public official to protect the 
public from the truth,” Mr. An- 
derson called “the men and wom- 
en of advertising, publishing and 
the radio . . . the chief factors in 
the formation and guidance of 
sound public thinking,” whose 
help he counts on in giving the 
facts about the food situation to 
the American public. 


Must Continue Support 


Expressing gratitude for 
service advertising has already 
tendered, the new Secretary of 
Agriculture told AFA members 
that “. . . we need continued ap- 
peals to see our gardens through. 
We need to keep on emphasizing 
the urgency of home food preser- 
vation—stretching the sugar al- 
lowance for home canning as far 
as it will go, and also drying, 
freezing and storing such crops as 


the 


HE farmer is one business 

man who can look to an un- 
interrupted prosperity—for some 
years. For to him has been given 
one of the wisest pledges a gov- 
ernment ever made. To him has 
been guaranteed 90% of parity 
for at least two years after the 
cessation of hostilities. 
To the farmer, parity prices mean 
proper and profitable prices for 
his products. To America, parity 
prices can only mean greater na- 
tional prosperity. For, national 
income follows farm income. 


Yes, farmers face good prices— 


pa ease» Saupe 


Zt JOSS SSS 


and they face no reconversion. 
Their business need not be 
halted, even for a day, to switch 
from war to peace production. 
And the world demand for their 
products grows with each month. 
Hungry men the world over look 
to American agriculture. 

World events have made the 
farmer more than ever our No. 1 
citizen—and industry’sNo.1lpros- 
pect. Farm income has soared to 
nearly 28 billions, and farmers’ 
savings, so steadily mounting, 
have now reached 14 billions! 


What manufacturer, of bed- 


What business can ignore the farmer's strength? 


sheets or bulldozers, can over- 
look the prospective flow of 
goods to the farm? And what 
advertiser can overlook the 
farmer’s avowed favorite maga- 
zine, Country Gentleman? 

With one eye on the farmer, one 
eye on Country Gentleman, 
you're looking at your business 
future in the right perspective! 


 ANountry © 
Eecatleman 


sa A CURTIS PUBLICATION 
No | with FARMERS—RURAL OFALERS — ADVERTISERS 


AT AFA MEETING—Elon Borton (left), 


Joe Dawson, 


board chairman, and Bruce Barton 


first paid president of the AFA, 
(right), retiring chairman, 


flank Clinton P. Anderson (in light suit), as the new Secretary of Agriculture 
made a major policy declaration at the AFA meeting last week in New York. 


are suitable for these methods of 
preservation. 

“We need to carry to the public 
repeated messages on how to 
adapt eating habits to existing 
food supplies so that people can 
have the best possible meals with 
the foods that are available,’ he 
continued. “We need continued 
emphasis on the importance of 
playing square with the rules of 
rationing and price ceilings so that 
everyone will have his fair share 
at a fair price. We are counting 
on you to get across the basic ap- 
peals that will arouse interest and 
stimulate the public to take such 
actions that will help both them- 
selves and their country.” 


Apostle of Abundant Production 


Mr. Anderson enumerated two 
specific aims he will follow in his 
new position. As the 
abundant production,” he plans 
“to do everything possible to help 
bring about the greatest yields the 
American farms have ever 
known.” And secondly, he wants 
“to see the government fulfill its 
promises on price supports to the 
farmer so that the farmer will be 
protected against the possibility 
that his very patriotism and hard 
work will become the instrument 
of his own destruction.” 

Because the farmer “needs to 
know that the American govern- 
ment means to stand by its prom- 
ises On price supports,” 


derson said he is urging that 


“apostle of | manufacturer, 


Mr. An-} 


America add up “food needs, both 
military and civilian, and set that 
total as a production goal for agri- 
culture in 1946, but that the mili- 
tary requirements be regarded as 
firm contracts or commitments. I 
think the Army and Navy will 
need the food,” he added, “but if 
they don’t, the surplus must not 
be used to break the economy of 
the American farmer. . .” 


Warns of Inflation 


“Agricultural supports and the 
problem of farm prices is but a 
part of the whole question of 
pricing,’ Mr. Anderson con- 
tinued. “None of us wants run- 
away prices; down that path lies 
inflation. But if the producer can’t 
be reasonably sure of profit, he 
can’t produce, whether he be ;¢ 
a small busines: 
man, a corporation, an individual, 
a city-dweller or the every-day) 
American farmer of whom I have 
been talking. That brings up the 
question of subsidies. . . I have 
already started discussions with 
Will Davis, director of the Office 
of Economic Stabilization, as t 
the possibility of the eventual re- 
moval of all food subsidies . . 
they may be as difficult as metals 
subsidies to eliminate, but the job 
must be done, and if it is not to 
have serious implications for the 
producer, 
the demand is good and the price 
is strong.” 


- Tampa Can Claim 
Citrus Canning Title 


Citrus to the total of $199,688,690 was packed in 
Florida during the past season, according to a recent 
bulletin of the Tampa Chamber of Commerce. 


Sixty-nine percent—or almost three-fourths of this 
important crop, representing $137,785,196.10 in 
cash—is grown in the Tampa trade area! This is 
still another plus in Tampa’s powerful purchasing 


power, added to that of thousands of well-paid war 
workers, as well-as to the swelling incomes of the 


“homefolks.” 


For effective, thorough coverage of this rich market, 
put your message where it can be read in unhurried, 
leisure hours. Use the Tampa Daily Times, Tampa's 
only afternoon newspaper—delivered to homes at a 
time when all these people with money to spend can 
read it thoughtfully, thoroughly. 


TAMPA DAILY TIMES 


NATIONAL REPRESENTATIVE * THE KATZ AGENCY, INC. 
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Two Join Fairchild 


Maj. Duncan Keith Shaw, re- 
cently released from the British 
Army, has been appointed adver- 
tising representaive of Fairchild 
Publications in Great Britain and 
Europe, with headquarters in 
Fairchild’s London office. Mar- 
garet Foxworthy, for the past 
three years fashion editor of the 
Los Angeles Examiner, has joined 
the Los Angeles advertising staff 
of Fairchild, succeeding Frances 
Cooper, who has resigned to man- 
age the San Francisco office of 
Hugo Scheibner, Los Angeles ad- 
vertising agency. 


Type Designers Elect 

The Society of Typographic 
Arts, Chicago, has elected R. 
Hunter Middleton, director of the 
FA, department of type face design, 
Nan, Ludlow Typograph Company, as 
ture president. Others elected include 
‘ork. Harold Tribolet and Warren 
Wetherell, vice-presidents: De 
Forest Sackett, secretary; William 


ae Kapeche, treasurer; and Harold 

agri- English, Norman Forgue and 

mili- guames Blaine, directors for three 

ed as years. 

ita. | 4 > * as ae 

- will (Ohio Match Ups Gross 

but iff wallace E. Gross has been pro- 

st not Bnoted from Albany district man- 

my of Baser of the Ohio Match Company, 
New York, to divisional sales 
manager in charge of the newly- 
formed New York division cover- 

d the fing New York, Connecticut, north- 

but afern New Jersey and parts of 

on of @Pennsylvania. 

con- —_—_—_—_—_—_ 

| run fAppoints Gilliams 

th lies a ; 

can't Thomas F. Gilliams, president 

fit, he of Gilliams Service, Inc., New 


be a@pork, has been named manager 
isines; Pt the graphic arts industry divi- 


vidual eon of the American Public 
ry-day Meelations Association. 
I have 


Dothe Joins Lorenzen 


Lester J. Dothe, formerly with 
he Scripps-Howard and Hearst 
brganizations, has joined the Chi- 
ago office of Lorenzen & Thomp- 
mon, publishers’ representative. 
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in 
| SALES 
his in Massachusetts 
im 
; $ F 
is 3,290,000 
ng Only 3 Cities in the entire 
far state (Boston, Spring- 


field, Worcester) topped 
New Bedford. 


and that’s not all — 


et, 
ed because, not included are 
ot the total Drug Store Sales of 
a's 32 surrounding towns in the 
New Bedford Trading Zone 
ta including Cape Cod, Mar- 
tha’s Vineyard, and Nan- 
‘an ‘ucket the Summer play- 


cround for millions of va- 
cationists. 


“Sales Management May, 1945 


FCC Suggests 
Code of Rules 
for FM Operation 


Washington, July 13.—No indi- 
vidual would be permitted to own 
more than six FM stations and 
FM stations would be prevented 
from merely duplicating the pro- 
gram service of standard stations 
under a set of suggested rules “of 
good engineering practice” which 
the FCC is offering for public dis- 
cussion at hearings beginning 
July 30. 

Moving ahead toward action on 
the 400 pending FM license appli- 
cations, the commission is offering 
a set of suggested rules as a point 
of departure “to give scope and 
direction” to the hearings. Wit- 
nesses are invited to “indicate with 
particularity any objection they 
have to the regulations” proposed 
by FCC. 

According to the FCC plan, 
stations would be required to 
operate a minimum of six hours 
daily. Significantly, the rules 
would require that stations devote 
a minimum of one hour each day 


during the 8 a.m. to 6 p.m. period 
and one hour from 6 p.m. to 11 
p.m. “to programs not duplicated 
simultaneously in the same area 
by any standard station or FM 
station.” During these two one- 
hour periods, “a service utilizing 
the full fidelity capacity of the FM 
station shall be rendered,’ FCC 
said. The rules say that under no 
conditions shall one person or 
group own or control more than 
one FM station serving substan- 
tially the same area. They con- 
tinue that no one shall own or 
control more than one station any- 
where unless it will “foster com- 
petition” or “provide an FM serv- 
ice distinct and separate from 
existing services.” 


Six Stations Is Limit 


The rules add that ownership 
of more than six stations will be 
considered to constitute “‘concen- 
tration of control inconsistent with 
public interest.” 

For the present, FCC proposes 
to allow AM stations to have FM 
adjuncts, but eventually when FM 
becomes “an established competi- 
tive service,” the FCC says it may 
be necessary to force separation 
of control in the same service 


area, Standard network monopoly 
a would also be extended to 

The sessions also will take up 
engineering standards for com- 
munity, metropolitan and rural 
stations and the allocations of the 
70 proposed FM channels among 
the three groups. 


Motorola Promotes Noble 


Daniel E. Noble, director of re- 
search for Galvin Mfg. Corpora- 
tion, Chicago, producer of Motor- 
ola radios and equipment, has 
been promoted to general manager 
of the communications and elec- 
tronics division. While retaining 
his research duties, he will direct 
the division’s engineering, sales 
and engineering production de- 
partments. 


Benson to Eastman Oil 


Hal Benson, for 20 years ad- 
vertising manager of Colorado 
Public Service Company and a 
past president of the Denver Ad- 
vertising Club, has been appointed 
advertising manager of Eastman 
Oil Well Survey Company, Den- 
ver. 


63 


Emerson Radio Preview 


A preview of four new sets to 
be marketed immediately after the 
war, to retail between $25 and 
$85, will be held July 16 and 17 
at the Drake Hotel, Chicago, by 
Emerson Radio & Phonograph 
Corporation, New York. Western 
and southern distributors will be 
present at the meeting at which 
Benjamin Abrams, president of 
the company, will discuss the 
models. 


Joins Davidson 

Jeanne Lamoreaux, formerly 
advertising manager of John T. 
Shayne & Co., Chicago, woman’s 
specialty shop, has been ap- 
pointed assistant editor of David- 
son Publishing Company, Chi- 
cago, publisher of Paper Sales, 
Paper Sales Year Book and 
Printed Selling. 


George Clark Joins MBS 


George W. Clark, for the past 
year assistant manager of the 
WLW office in New York, and for 
five years manager of WLW’s 
Chicago office, will join Mutual 
Aug. 1 as a network salesman. 


Ne ig 
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Now that reconversion is at hand, it is im- 
portant for advertisers to remember that 


America’s 3rd Market has undergone some 


Geeu Some 


major wartime changes. 


more population, more spendable income 


and more savings than it had in the imme- 


In the first place, Philadelphia has 


diate prewar period. 


to reach more Philadelphia families — 
more effectively — have one less news- 


paper available for their postwar sales 


Secondly, advertisers who now 


GL ERE SET Biss. 88 


drive than they had before Pearl Harbor. 
That’s why the wartime performance 


of Philadelphia’s four daily newspapers 


is a more reliable guide to postwar plan- 


ning in America’s 3rd Market than the 
gaudy pie-charts of the bygone ‘thirties. 


That’s why more and more advertisers 


are following the trend of the "forties . 


want 


.y 


buying “Tue Recorp — 


and ONE Other” 


... using the only newspaper combination 
that gives complete coverage of Philadel- 


phia’s growing liberal-conservative market. 


PHILADELPHIA RECORD 


QUARTER MILLION DAILY . 


Represented Nationally by George A. McDevitt Co.—New York. Chicago, Philadelphia, Detroit, Cleveland 


HALF MILLION SUNDAY 
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Truck Industry 
Revives Product 
Ads; Budgets Up 


(Continued from Page 1) 


are expected to be forthcoming. 

In the period to mid-August, 
246,442 commercial units will have 
been produced under AA-1, the 
first of three authorizations into 
which the 1945 truck program has 
been divided to date. Of this num- 
ber, | 186,556 are for domestic 
civilian use. The AA-1 priority 
was determined early this year 
and later AA-2 was established 
as a “bonus” to the industry of 
188,700 additional units. Each 
maker has been allotted his share 
of this “bonus,” but the break- 
down into domestic civilian units 
and units destined for disposal 
under lend-lease, Foreign Eco- 
nomic Administration and other 
government agencies, has not yet 
been decided. 


In addition, another allocation 
of 125,800 units, under a “non- 
rated” authorization, has just been 
sanctioned by WPB. Makers as 
yet have not been advised of their 
shares in this second “bonus,” 
which must be produced this year. 

With production mounting 
steadily, hard-hitting product copy 
may become the vogue during 
coming months as manufacturers 
stress new features, standards and 
competitive values. Sales will be 
no problem for some time to vome, 
but the industry is looking ahead 
to continued profits and full pro- 
duction of an expanded plant ca- 
pacity. 


Ford, Dodge Start Parade 


Ford Motor Company and Dodge 
division of Chrysler Corporation 
have already changed over to sell- 
ing copy and other manufacturers 
will join the parade this fall. 
Others informed ADVERTISING AGE, 
however, that they will stick to 
institutional advertising until all 
production restrictions are dis- 
carded by the government. While 
wartime ads have employed a wide 
variety of themes, such as con- 
servation, truck service, battle 
records and patriotic appeals, the 


majority recently have included 
an italic or boldface paragraph in 
the copy telling prospective users 
that the government has author- 
ized a limited number of trucks 
during 1945 and adding: “See 
your dealer if you qualify for ODT 
approval.” 

Chevrolet Motor division of 
General Motors Corporation, 
whose advertising of both trucks 
and cars last year exceeded $570,- 
000 in magazines, farm publica- 
tions and newspapers, probably 
will continue institutional adver- 
tising until all regulations are off. 
Its ad expenditure for the last half 
of 1945 will represent, at the pres- 
ent rate, an increase of 35% over 
the first six months. Campbell- 
Ewald Company, Detroit, is the 
Chevrolet agency. 


Stress Stamina, ‘Name’ 


Insertions in farm and trucking 
trade publications stress the 
stamina of Chevrolet trucks, while 
“name” ads will appear in a list 
of national magazines. Chevrolet 
is expected to make 115,000 units 
for civilian use in the last half 
of 1945, about the same number 
it produced in the same 1941 
period. In that prewar year, 
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sibilities to retailers. 


commercial values. 


thirty-five additional 


midnight and dawn .. 


eee 


hours available each week. 


Represented by Paul H. Raymer Co. 


United Broadcasting Co., operators of WHK, Cleveland 
— WHKC, Columbus — WHKK, Akron 


“Holy Cow!— 
they're buying 
thirty more 


hours a week!” 


N busy Cleveland, war production hums along on a 
twenty-four-hour-a-day schedule. 
group of entertainment-hungry listeners in the hours between 
. giving station WHK opportunity to 
expand its services to the public—and to offer new sales pos- 


This created a new 


When WHK—Ohio’s pioneer station—started all-night broad- 
casting in Cleveland, one of its clients was quick to see the 
Burt’s Department Store, one of Cleve- 
land’s most effective advertisers and merchandisers—already 
using time on WHK—quickly signed up for thirty of the 


Starting June 4th, Burt’s now sponsors the complete period 
between midnight and 5 A.M., Mondays through Saturdays. 
(Advt: Monday mornings still open.) 


For some years past, Cleveland merchants have bought more 
time on WHK than on any other local station. Today, these 
merchants are buying more than twice as much time on WHK 
as on all other Cleveland stations. 


Brother, you can say it again— ia ul e 
is 


“RETAILERS' CHOICE IN CLEVELAND” 


\ 


Chevrolet truck sales were 212,797, 
giving it the No. 1 spot in the 
industry. 

Current ad spending by Ford, 
through J. Walter Thompson Com- 
pany, is about 50% below 1941 
and this rate probably will be 
maintained until the last quarter, 
when appropriations may be in- 
creased somewhat, Ford truck ad- 
vertising last year, in newspapers, 
fell under $40,000, but the com- 
pany conducted an extensive cam- 
paign in trucking publications. 

Current copy, of a distinct prod- 
uct-selling flavor, is headlined 
“Ford announces new develop- 
ments in the heavy duty 100 h.p. 
Ford V-8 truck engine.” This 
model is now offered as original 
equipment only, but “will even- 
tually be made available as a 
service replacement in Ford trucks 
and commercial units already on 
the road.” Improvements in the 
engine as a result of military needs 
are listed, along with word that 
civilian priority holders may ob- 
tain this “first of wartime truck 
engineering developments by 
Ford.” 


Ford in 2nd Place 


Ford truck sales in 1941 were 
174,024 units, second only to 
Chevrolet, and there is every like- 
lihood that the passenger car 
rivalry between the two leaders 
will spill over into the commer- 
cial field, with attendant advertis- 
ing and promotion. 

Although current Dodge adver- 
tising is still on a limited basis, 
mostly in trade publications, this 
Chrysler division is out in front 
with ads which announce boldly 
that “Your Dodge dealer is now 
taking orders for new Dodge job- 
rated trucks.” Its advertising in- 
vestment is contingent upon an ex- 
pected step-up in production, and 
there is a strong possibility that 
the prewar ad appropriation of 
$10 per unit (on a dealer coopera- 
tive basis) will be increased. Ross 
Roy, Inc., Detroit, handles the 
Dodge truck account, which 
reached $225,000 last year in na- 
tional and farm magazines. 

At recent Dodge truck dealer 
meetings, executives have fore- 
cast production “substantially” 
higher than 1941’s 62.925 units. It 
is believed that the Dodge output 
aim is pegged around a 50% in- 
crease. The Dodge truck plant 
here is being expanded by a $2,- 
500,000 addition. 


GMC Facilities Doubled 


Extensive military demands on 
the output of the GMC Truck & 
Coach division of General Motors 
will be an important factor in its 
swing to peacetime production. 
However, its facilities have been 
practically doubled since the war 
began. Its advertising volume will 
depend upon how these two major 
factors cancel out each other as 
unrestricted output nears. Copy 
in magazines, farm publications 
and trade journals is expected to 
continue in an institutional vein 
until restrictions are off. D. P. 
Brother & Co., Detroit, is the 
agency in charge. Advertising last 
year totaled $610,000 in news- 
papers, magazines and farm pub- 
lications. 

Studebaker Corporation, South 
Bend, Ind., whose magazine, farm 
publication and newspaper adver- 
tising last year slightly exceeded 
$1,000,000, for the remainder of 
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ONE OF 16—Life Savers Corp., Port 
Chester, N. Y., with this three-dimen. 
sional display, is one of 16 advertisers 
who have contracted for exhibits in 
Union Station, Washington, D. C, 
similar to those installed in New York's 
Grand Central. Operated by Terminal 
Advertising Corp., Washington, the 
signs are constructed by Diorama Corp, 
of America, New York. 


1945 will continue advertising i 
an institutional vein. 

“The number of new trucks} pe 
dealer this year under WPB all 
cations does not indicate that ou 
dealers will be faced with any 
immediate selling job,” said R, ¢. 
Hudson, truck manager. 


Promotes Farm Booklet 


“The major part of our appro- 
priation is to be centered on tle 
promotion of our farm truck book; 
let, of which—as substantial evi 
dence of its value—more tha 
400,000 copies have already beey 
distributed. Both color and black 
and-white ads are being placed is 
a predominately farm publicatio 
market.” 

As another and newer phagsea 
its truck advertising progvam 
through Roche, Williams & ly 
Chicago, Studebaker has beguh 
series in truck trade publica 
highlighting some of the flaws? 
the nation’s transportation net 
work. The first called attentio 
to the bottleneck of narrow alley 
in cities. 

“Subsequent ads will cite othe 
problems of the trucker im’ mak 
ing use of facilities really designe 
for the horse and wagon,” M 
Hudson said. “This series adv 
cates no cure-all, nor does 
preach solutions that might 
contentious in certain localitie 
We are merely endeavoring. to } 
lumine the difficulties in the ho 
that the public will be stirred 1 
action.” 


No ‘Pressure’ Copy Now 


Diamond T Motor Car Com 
pany, Chicago, figures that ma 
months will elapse before it 14 
vives actual “pressure” copy, 4 
though it is making a gfacui 
transition to that goal, accord! 
to W. S. Baldwin, adverts 
manager. 

This company started stre sl 
war activities shortly after |’eaf 
Harbor and, with favorable } 10! 


The Diary of an Ad 
Young, 


by James Webb 


Man, 
captures the elusive human qualities 
which make advertising successful. 

When the material in this book first began to 
appear, week by week, in Advertising Age, the 


reader response was terrific. For this is a book 
about advertising—and business—and life—dif- 
ferent from any other ever published. In it one 
of the country’s best known advertising men has 
put down, day by day, for eighteen months, what 
he saw, did, felt, thought, and read, And put 
it down with such a gift for words, such wit 
and wisdom, as will make you want to read and 
reread this book throughout your life! 

Jim Young, as he is widely known, has had 
the kind of career many men long for. He 
started as an office boy and became one of the 
country’s highest-paid advertising eopywriters 
and idea men Later he headed the Bureau of 
Foreign and Domestic Commerce in Washington, 
and taught at the University of Chicago. He 
nas traveled all over the world for business and 
pleasure. 


NEW BOO! 
PUTS SAL’ 
ON THE TA'L 
OF 
ADVERTISING 


The Diary of an Ad Man brings you 
tillation of his experience, and of the phi 
which grew out of it. It is a human do. .7@ 
of our times, and will, I predict, be r ‘er 
to in the future as historical source m t' 
in the business life of our day. It is 
that will inspire you and excite you; t 


make you chuckle and make you mad; th * 
pay you dividends in usable ideas, sti at 
thinking, and pure enjoyment 

I want to put a copy of this fruittal 
the hands of every man who has anything w? 
with advertising—or hopes to—because | 


he will relish both its contents and its,he GO 
format. So I make you this offer: Send ms 7” 
order for a copy of The Diary of an A’ ™ 
today, and if you are not satisfied tha : 
worth all I say, I will refund your money *@ 
out question. The price is $3 per eopy. B& 
paid Send for it now. G. D. Grain. @ 
Publisher, Advertising Age, 100 E. “Oh 
Chicago 11, II. 
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bublieations and some export and 


Roche, Williams & Cleary is the 


Ls J AGE, Y U; J 
ess of the war, later began in-| 
roducing an element of commer-| 
ia! copy into its institutional ads. | 


yoduction volume gains momen- | 


Willys-Overland Motors, Inc., 
Toledo, which plans to unveil its 
postwar jeep on July 18, will 


This trend will continue as the| launch a merchandising program 


which will be extended later to 


MAJ. MAURICE M. BOYD 


| Stilesville, Ind., July 10.—Fun- 
|eral services were held here last 
week for Maj. Maurice M. Boyd, 
former manager of the NBC cen- 


yum. Diamond T, which spent more| include a line of low-cost utility | +a] division national spot sales 
hen $80,000 in national magazine| motor vehicles. Its merchandising | department, who was killed in a 


pce in °44, plans to make no 
hinges in its present budget or 
nedia list, Mr. Baldwin said. A 
imited schedule will be continued 
n magazines, while all truck trade 
adian papers will be _ used. 
gency. ; 
Harvester Resumes Old Rate 


International Harvester Com- 
hany, Chicago, whose truck adver- 
ising in national magazines and 
arm publications last year ran 
jose to $500,000, already has its 
iagazine schedule back to pre- 
rar levels. Truck copy during the 
hst half of the year will be as 
xtensive as in any previous simi- 
pr period, and may hit a new 
igh. Advertising in trade publi- 
ations, of comparatively small 
olume in recent months, has been 
creased 50%. 

International will have more 
reamlined: light-duty trucks to 
ll this fall and winter, and will 
vertise them, beginning in No- 
ember magazines, according to 
), L. Ninabuck, advertising su- 
rvisor. 

Current Harvester truck copy 
rikes a balance between war 
fort and product advertising, in- 
cting war themes into product 
s where possible but not turn- 
g to strictly selling copy. It 
cently ran a 600-line ad in about 
0 metropolitan newspapers tying 
hternational trucks in with the 
h War Loan. The vital impor- 
nce of truck service also has 
en featured in newspaper copy. 
ibrey, Moore & Wallace is the 
irvester agency. 

Because production is far be- 
md the demand, White Motor 
bmpany, Cleveland, holds the 
w that product selling right 
w is out of order, George H. 
ragg, advertising manager, told 
DVERTISING AGE. 


Product Selling ‘Out’ 


“Briefly, our plans do not con- 
iplate any increase in our pres- 
t appropriation, which has been 
up on a definite basis for the 
tire year,” he said. ‘We believe 
it our job involves the continu- 
on of institutional advertising 
view of the fact that the War 
oduction Board orders do not 
rmit a free market nor do they 
rmit development of new mod- 
. Hence, we believe at this time 
t product selling would not be 
order.” D’Arcy Advertising 
mpany, Cleveland, is the agency 
White, which last year invested 


11,000 in magazine space. 


and advertising plans have yet to 
be divulged, with promotion now 
being carried on at a “normal” 
rate. This company spent in ex- 
cess of $500,000 last year in news- 
papers, magazines and farm pub- 
lications on Willys-Overland trucks 
and institutional copy, through 
United States Advertising Corpo- 
ration, Chicago. 

Willys-Overland expects to be 
producing civilian jeeps at a rate 
of 3,000 to 4,000 a month from 
August through the remainder of 
the year. Widespread dealer and 
distributor interest in the vehicle 
is reported from both the U. S. 
and abroad. 

Reo Motors, Inc., Lansing, Mich., 
through Grant Advertising, De- 
troit, is preparing a _ substantial 
newspaper schedule for this fall 
which will carry an outright prod- 
uct-selling theme. Its _ present 
magazine copy is generally insti- 
tutional in character. Decision to 
hit hard in newspapers is seen as 
another indication of aggressive 
management which gave Reo the 
second highest rate of sales gain 
in 1941. The company’s dealer 


| plane accident July 2. Maj. Boyd, 

who had been in service with the 
| Army air forces since July, 1942, 
was on a routine flight from Wash- 
ington, D. C., to Asheville, N. C., 
and was fatally injured when the 
plane made a forced landing dur- 
ing a storm. 


JOHN DAVID | 


Lyons, N. Y., July 7.—John 
David, 84, president and publisher 
of the Rochester Herald for many 
years, until its sale to the Roches- 
ter Democrat & Chronicle, died 
July 4 at a hospital here. 


POWELL GLASS 


Richmond, Va., July 10.—Powell 
Glass, 58, general manager of the 
Lynchburg Advance and News and 
president of the Virginia Press 
Association, died July 8 of a heart 
ailment. A son of U. S. Sen. 
Carter Glass, he was a member of 
the Southern Newspaper Publish- 
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ers Association, and had served | Chicago, for the past year, was 
two terms as state chairman of the | with the Chicago Tribune News- 
Associated Press. | paper Advertising Syndicate pre- 
—_—_—_____ | viously, and prior to that headed 
Joins Liquid Carbonic ‘See advertising agency in 
Frank D. Kirk, formerly sales | 
manager of Vilter Mfg. Company, | 
has joined the sales department of 
Liquid Carbonic Corporation as 
cabinet sales supervisor in the| 
fountain-cabinet division. With 
headquarters in Chicago, he will 
specialize on ice cream cabinet 
sales, a field which Liquid Car- 
bonic invaded in 1938. 


Eureka Advances Wilkens 


George H. Wilkens, with the 
company since 1938, has been ap- 
pointed sales manager of the 
eastern division of Eureka Vacuum 
Cleaner Company, with head- 
quarters in the Detroit office. 


WANTED 
A Radio Writer-Producer 


who'd like to spend a month 
in the country WITH PAY 


During August, we'll be working on 
a series of transcriptions for a national 
account. We'd like the collaboration 
of a radio writer who’s equally at 
home behind the typewriter or in the 
control-booth. The job should take 
half-days for 2 to 4 weeks, leaving the 
other half for sun-tanning, loafing or 
golfing on one of the midwest’s finest 
courses. If this interests you, raise 
your right hand toward the mailbox, 
with a one-page letter indicating your 
qualifications and expected pay-off per 
week. If we can’t currently listen to 
your work on any net, typical scripts 
would be scanned carefully, returned 
promptly. 


Schoen Joins Warner Bros. 


Edward L. Schoen will join the 
Chicago publicity staff of Warner 
Bros., Hollywood motion picture 
company, July 21. 

Mr. Schoen, who has been in 
the publicity department of WGN, 


Box 6175, Advertising Age 
100 E. Ohio St., Chicago 11, Illinois 


structure has been greatly 
strengthened during the past two} 
years, largely through consistent | 
trade advertising. 

Other manufacturers who have 
maintained dealer and consumer | 
contact through trade publication 
copy and limited campaigns in| 
consumer media include Mack-| 
International Motor Truck Cor-| 
poration, New York; Autocar Com-| 
pany, Ardmore, Pa.; Marmon-| 
Herrington Company, Indianapolis, | 
producer of Marmon-Herrington | 
all-wheel-drive trucks; Ward La-| 
France Truck division, Elmira, 
N. Y., which currently is offering 
franchises to dealers who handle 
smaller, non-competitive trucks | 
and can take on the heavy-duty | 
Ward LaFrance line, and Osh-| 
kosh Motor Truck, Inc., Oshkosh, 
Wis., another producer of four- 
wheel drive trucks. 


Home Building Down 


New homes built in 310 U. S. 
cities in 1944 housed 271,952 peo- 
ple, 43.8% fewer people than are 
housed in homes built in °43 and 
the lowest level of construction 
in eight years, E. E. Crabb, Min- 
neapolis, president of Investors 
Syndicate, has reported. The or- 
ganization’s study of government 
figures on housing shows that in 
°42, °43 and ’44, only 48.4% as 
many people were supplied with 
new housing as in 39, ’40 and ’41 
in the 310 cities covered. 


Leading Advertisers send 
their Kodachromes 
to Hollywood 


We service Sunkist, T W A, Cole of California, Four Roses, 
Armstrong Cork, Consolidated Steel, Boeing, North American, t 
Douglas, Lockheed, Meredith Publishing, Foote, Cone & Belding 


... to name a few. 


Our customers like Chromart Prints better than Kodachrome 
Tilms as copy for platemaking because. . . 


1) Engravers, harassed by shortages in men and materials, are 
on sure ground with fine “flat copy” such as Chromarts. 


2) Chromart Prints can be displayed, okayed, pasted into art- 
work, airbrushed for last-minute changes. 


PHOTOCHROME 
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an A £46 North Fairfax Avenue 


Jur customers send us their finished Kodachromes because, they 
ell us, nowhere else can they obtain color prints fine enough to 
‘rve as artcopy for the making of top-quality printing plates. 


why 


Hollywood 46, Cal. 


days. 


that Get Things Done.” 


It will help you plan the day’s work, keep 
routine jobs moving, and clear your desk and 
your mind for the important tasks. 
suggestions in this timely book. Send coupon 
No salesman will call. 


now. No obligation. 


Co - 
3 


LOOK AT THAT 
DESK!... HOW 
CAN | EVER 
GET CAUGHT 
UP? 


To cure “Junk-Heap Desk” 
Send for this Free Book... 


Are you a victim of that business malady, 
“Junk-heap desk”? It’s pretty common in these 
You'll find a practical remedy in Ham- 
mermill’s management-idea book, “3 Steps 


VY Rely on Hammermill Bond for 
your office printing. 


LOOK FOR THE WATERMARK --- 


Try the 


IT 1S HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


Hammermill Paper Company 
1459 East Lake Road, Erie, Pa. 


Please send me—free—a copy of ‘3 Steps 
that Get Things Done.”’ 
Name 
Position 
(Please write on, or attach t 1 ‘ ‘ tter id AA 716 
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ATRODYNAMICS 


In the primer of today, as any son will 
tell his father, “A” is no longer for 
apple. It stands for the science that in 
1946 will hurtle a plane through the 
air at twice the speed, to a place four 
times as far away, carrying ten times as many pas- 
sengers. So reports FoRTUNE in The New Transport 
Planes in the July issue. 


It’s the kind of story that many people think is 
FORTUNE at its best—an interpretation of Science to 
Industry, so that Science says: “That’s accurate;” 
and Industry says: “That’s usable.” As a matter of 
fact, if FORTUNE’s editorial responsibility to its readers 
could be corked in one bottle, the label might read: 


Aerodynamics in action—the reactions of air (flowing from right to left) on various shapes: a ball, a cone, 
a parachute, and assorted ellipses. For fuller explanation, see The New Transport Planes, Page 141 


“Keeps management men abreast of the facts and 
ahead of the trends.” 


But The New Transport Planes is only one of 26 
stories on aviation in the July ForRTUNE. For the other 
25, look to the advertising pages—where U. S. Man- 
agement is accustomed to look for the last word on 
industrial developments—for the word of Boeing and 
Martin and Shell and Fiberglas and the whole aero- 
nautical alphabet from American through United. 


FORTUNE—THE MAGAZINE OF MANAGEMENT-—IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT MEN. 85% 


of FORTUNE’s 175,000 subscribers are management men—and survey after survey shows that advertising in FORTUNE reaches management 


more certainly, more effectively, and more economically than in any other magazine. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


776-1945—The development .of Army rations by the Quartermaster Corps 
rom Revolutionary days to World War II was the subject of a telecast 
ecently on WRGB, G-E's video station in Schenectady, presented in co- 
pperation with the Can Manufacturers Institute. Examining exhibits, left 


o right, are Col. R. A. Isker, director of the subsistence research and devel- 

bpment laboratory of the Quartermaster depot in Chicago; Jean E. Allen, 

onsumer information director; Gordon E. Cole, CMI advertising manager, 

nd H. Ferris White, executive vice-president of CMI. Benton & Bowles, 
New York, is the agency. 


ETS COUNTRY-WIDE SHOWING—William Wrigley Jr. Co. is using its en- 

re car card and outdoor space during July and August to publicize the vet- 

ans’ service emblem. In the car card shown here, the emblem, magnified, 

ppears in gold against a background of blue cloth. The 24-sheets, basically 
the same design, will appear in a total of 7,500 cities and towns. 
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sought \Ineticd. 


& 
ve ' 
. 
2 Pesce enters civ 


lca! 
ey tibewal, bw 


* 

giv ig vas: the 

Rarals off ¥ athe fromts fost cs tt corks Bt t 
tre batt 


ct the wrgent Mm eds of wen Jr ampere 
uy amet the vor blow’ 
4 ; gad send a sold. 


fans ty 
jp. ig msstmectians t 


jertad t 
furnan beats 


ches have best thar owe {elon 


‘"O- a 0 


[? he 


AND ICE PROTECTS 17 ON ITS WAY! 


tatwoun Che: time thood fenws sone 
a Bload Donor. Center... and enrers 
sounded oman magy thousands of 


won of our small part in helping thar blood arrive 

a perfect combinant save hives 

ICE HAS MANY OTHER VITAL WARTIME JOBS! 
The 1944 production of the lee Industry was 


Refegeration was de stumbling black. One 
method afer another wastned, bescomod that ther: 
yours ne perfect sohation uptil, as often happens, the 


chagve answer pron xl to be the srmple onc 


<tporw of-meniom wartare produce Military medical authorities, in cooperation with 99,750,000 tani 570.900 toms marc than im 

ead where thete’s blouding, whale lee Industry experts, demgned an insulated oom 11, Spool ware teparemonts were ener 

wely nvcessary. That is the taimer ie whack the bottled blood i phrood in racks mous. Mibions of tons fir cooling precesses in- 

4 droond a laree compartrcnt of crated In this vobvad in the manefacterc of chemicals, synthenc 

, . fe bead, perfordy chithed fabher and cthot wat ts refrigerating 


human box tows be Vital fond transpervasion, including the nation's 


s madion! problems of the at romperacure mulk suppt amd the cogutremenns of eleven 
a te without loss ar " hen you remember thar tem- mtlion barks and six hendrod theoseand commer- 
Wy heae toa! anes dv the Paciie ohn go ax cal cstablishments. Please remember these facts sf, 
re of be » a0" , dav and night, this procin: «cxsonally, you cannot ger all the tee you want, 

be comnantty mamcained from dh cargo speods in salery direct te the battle frome when vou want it 
vows of the donor mr) i ts used there is no praise high enough for thee who NATIONAL ASSOCIATION OF ICE INDUSTRIES 
abe greg there thot AVe, iar the loo ttuetry, are a Semeet  W anc j 


® \LOOD IS URGENTLY NEEDED...GO TO YOUR NEAREST BLOOD DONOR CENTER, 


——— BRK IN CIRCULATION—The National Association of Ice Industries, Wash- 


ston D. C., is back in the advertising picture, after a four-year lapse, with 

onal copy such as this to appear in women's and business magazines. 

'ocery, restaurant and home economics business papers will carry product 
copy stressing advantages of ice refrigeration. (Story on Page 30.) 
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STAGGERED 
TRAVELLING 


SAVES BUSY WORKERS TIME 
~ 
ww am 


FOR WORKERS—This new British pos- 
ter is one of a series by Pat Keely, 
which is appearing in all bus and un- 
derground stations to help the London 
Transport Board in its fight for stag- 
gered working hours to relieve con- 
gested transport facilities. 


DISPLAY PIECE—The four millionth 
Maytag washer, now on display at the 
home office of the Maytag Co., New- 
ton, la., is admired by President Fred 
Maytag II, left, Verne R. Martin, newly- 
appointed general sales manager, and 
Roy A. Bradt, vice-president in charge 
of sales and advertising. Mr. Martin 
has been associated with Maytag's field 
organization for 20 years. 


Get Hoible Sly Sra 4 singhe bathroosn 
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Raniaroe & Saritary 


CORPORATION Aides 


SUNBEAM 


NEW STANDARD—American Radiator 
& Standard Sanitary Corp., Pittsburgh, 
has scheduled full pages, most of them 
in color, in American Home, Better 
Homes & Gardens, House Beautiful 
and House & Garden for its first con- 
sumer campaign on the Duo-Use bath- 
room introduced in March issues of 
architectural and building publications. 
The drive through Batten, Barton, 
Durstine & Osborn, New York, will be 
extended this month to farm publica- 
tions. 


“No chance to unload for an hour... 
look how that alley ts blocked /” 


One traffic problem postwar America will have to deor up fast | 


B Nose fost in attempring a en twenriesh 
teomey wathe through minetcenth contury 
efoers and alleva cosix the American public 
umald oulions of dollars annually 

30 oo Fasern city, sluw-dow ns int the down. 
own erca have ianreased gasoline consempoon 
5H percent 

in @ congested section of « Paciic Coase city, 
8 takes four minutes longer today for a mows 
vchwte te craved gine hiucks than it wok a horse 
soul buggy ta cover the sdme roure in 1910 


All traffic is affected 


just « look sraeod tn veut own bocality stows 
vou that everybody is affected—private car 
owoers a6 well as moter track operators, It's 
obviews thet somerhng drastic mase be 

promptly after the war ends just imagioe 
stat coadioons wil he like by 1950 when 


nearly 40 million monor vchicies will be in wee! 

Programs for postwar emprovements in long 
distance artersal bighwars aad sucondary roads 
have received pleary of public support. Hut 
they don salve the real traffic congestion 
problem A 

Well over half of aff the natign’s motor wathe 
is concenteatcch on cite stecets and ia the clase 
ap suburbs —sod this means thaz local planning 
to rembve buitlenecks and speed ap vehicle 
movement Cann begin (oo sonmn. 


Concerted action necessary 


As one of Anverica’s oldest manefacurers of 
transportation equipment, Srudcbaker compl 
ments the owners am! drivers af both pritace 
amd for-hire trucks for the efective measeres 
they've takeo «wo keep their loads moving effi- 
ciently during wartime despite manpower 


+ 
shortages and increased operating difficulties! 

Hut the solution of the traffic problem in our 
suwns 20d Cities Conceros everyone ustag the 
sree owners sod Hrivers of passenger cars 
as well as commercial veh « 

You are urged w co-operate by encouraging 
every inncibgeas plan for relieving transporte 
thon compestion in your community 


Stidebake 


PEACETIME BUILDER 
OF FINE CARS AND TRUCKS 
Wartime builder of Wright Cyctone engines ter the 
Boeing Flying Fortress heavy-duty Studebaker mnt 
Fery trucks — Weevel perronnal and carga corey 


PLEA FOR ACTION—This Studebaker page, which ran in color in the June 
26 issue of Look and is scheduled for further appearance in a lengthy list 
of transportation trade publications, urges cooperation of citizens by en- 
couraging plans for relieving transportation bottlenecks in their communities. 


(Story on Page |.) 


PRELUDE—This quartet was on hand for a cocktail party which preceded the 

opening of “Curtain Time,'' sponsored by Mars, Inc., Chicago, on the 

American network. Left to right are: Ralph Ellis, account executive of Grant 

Advertising, agency in charge; E. R. Borroff, vice-president in charge of 

American net's central division; Dick Garner, American salesman, and George 
Hurley, treasurer of the candy company. 
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SPECTACULAR FIRST—Theodore C. Streibert, president of WOR, New York, 


left, smiles at Douglas Leigh, sign entrepreneur, after signing a contract for 


WOR's new outdoor sign to be placed at 47th St. and 7th Ave. 


One of the 


largest in New York, the sign pictured at Mr. Streibert's left will measure over 
5,000 square feet, with letters nearly 40 feet high. 
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F THE NEW YORK SUN, FRIDAY, MAY 18, “1945. 
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_ U.S. Comics Foiled Plot to Kill Gen. Eisenhower 


Nazis Assassins Got as Far as Liege but They (4! weeks of training by the 
Didn’t Know About Jiggs and Maggie. 


SS, the men were weeded dow 
to a battalion headed by Recee 
zeny, who was appointed by per- 


P P ae ane 18 (A. P.).—Who is the Voice? Who is|#immier. 
runeface? Who sleeps with Jiggs? It was questions tio nt Sroupe in Ammer 


such as these that broke up the plot 
Skorzeny, the captured Germia ad 
napers and assassins, to kill G 
Today for the first time the 
Story can be told. 
The #.for+ inch «ant Sko 


er last wing ey) eny himself was believed to 


sonal orders of Hitler and 


ican uniforms were sent deep into 


g Lieut.-Col. Otto |rear areas with missions to com-| | 
a band of kid-|™t maior sabotage and assas- 


te key American generals. 


been elected to kill Eisen- 

Capture and rigid ques- 

g of some of these men dis- 

ae bag general plan to the 
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THE ARMY KNOWS! 


ra HO SLEEPS WITH JIGGS?” Because practically any 

American could give the correct countersign to that 
ALL-American “password,” Army Intelligence officers used 
it recently to trap some Nazis disguised as U.S. soldiers. 


That “Jiggs and Maggie” (front page feature of Puck-The 
Comic Weekly, distributed through 15 great Sunday news- 
papers) were singled out for this distinguished bit of service 
is very gratifying. 

But in fairness to those other American celebrities who fill 
the pages of Puck with their wit and wisdom, laughter and 
adventure, any of them could have served as well. 

Army Intelligence could have equally relied on real Amert- 
cans to link “Blondie” with “ Dagwood,”’ spinach with © Pop- 
eye,” and “Hans and Fritz” with “The Katzenjammers.” Any 


American, too, would “know” that it was “Flash Gordon” 
and no Nazi who developed the rocket gun to its most dev- 
astating perfection! They are the all-star cast—and The Comic 
Weekly is the only national publication of its kind. 


The news story published in The New York Sun, reproduced 
in part above, provides the evidence needed that Puck’s all- 
star cast provides a “password” that admits smart advertisers 
into the homes and hearts of over 6,500,000 families through- 


out the United States every week. 


THE COMIC WEEKLY 


959 Eighth Ave., New York 19, N.Y., or Hearst Bldg., Chicago 6, lll. 
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